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America’s fastest selling 
stove and utility 


| Asbestos 
. Patented, safety ring withstands up ts | 
: : | 350° hear’ '° Fe ©) : 
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i Ideal also for hang- | 
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wall protectors. 
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f shows you 2 easy steps to EXTR profits 


Scores of dealers have found this two-step program works for more sales. 


ee eacooesounns 


; 4a ; <a ——_ ° ° ° 
wf ~~ First, attract mew rental customers for the easy handling Red Devil FP-33. Because’ 
© ; the FP-33 is low in cost, a low rental price is possible. And—you make extra profits, 


with tie-in sales of wax, sandpaper, steel wool, etc. 


_ 
% 


the FP-33 in her own home, sees how light and easy it is to handle, she is a good 
prospect for outright purchase. Apply rental payments to the purchase price to clinch 
more FP-33 sales. 


ad 2 Turn rentals on FP-33 machine into full price sales. Once a customer rents and uses 


It’s as By adding the FP-33 to your other rental machines 
that! you increase rental business and open the way for more 
easy as ma"* — tull-price, FP-33 sales with your full 50% mark-up. 


x The Red Devil FP-33 offers these advantages: 


o 
Rad Devil Here is a light, sturdy floor machine spe- writers approved) and 22 ft. long, insulated 
Rug Cleaner cially designed with the woman in mind. It cable. Yes, the Red Devil FP-33 Floor 


The FP-33 can now be quickly trans- 'S right for home wane. polishing, scrub- Conditioner is tops with women everywhere. 
formed into an efficient, professional type bing, steel-wooling, sanding or refinishing of 


rug and carpet cleaning machine, by the all kinds of floors. Counter-rotating brushes Floor Reconditioning Kit with steel wool 
use of a simple snap-on attachment, shown . : . iscs 
above. A perfect, extra rental feature provide fingertip control. Modern styling pads and three grades of sandpaper dis 

found in the Red Devil FP-33. attracts women, provides under-furniture also available for cash sales to either rental 


RETAIL $19.95 tox inc! clearance. Has more powerful motor (Under- or purchase customers. 186? 


Red Devil Toots UNION, NEW JERSEY, U. S. A. 





SIMPLICITY OF OPERATION—this has always ruled 
the roost at LAWN -BOY engineering headquarters. 
Improvements in power-mower design, originat- 
ing at LAWN-BOY, are copied into later models 
of the imitators. But only LAWN-BOY engineers 
know why they design mowers that way, with 
every improvement contributing to simpler oper- 
COMES NATURALLY FROM THE ation: LAWN-BOY “‘know-why’’ produced the simple 
LAWN-BOY engine (see below) . .. the simple 
Activated Pilot Wheel . . . the simple front-dis- 
charge grass spray... 
... and so it is with AUTOMOWING, the simplest, 
DESIGN OF most foolproof self-propulsion system ever engi- 
neered into a power mower. The new LAWN-BOY 
Automowers are the last word in self-propulsion 
simply because they’ve been designed from the 
inside out by the greatest power-mower engineer- 
ing brains in the world. 


REMEMBER— Nobody spends his last dollar to buy 
a power mower. If he can’t afford the very best— 
LAWN-BOY—he can’t afford a cheap imitation for 
a few dollars less, either. So why should your 
customers accept less than LAWN-BOY quality when 
it’s there to be had at such a low price? Get your 
share of the market for the fastest-selling power 
mower of them all! 


LAWN -BOY 


LAWN-BOY, Lamar, Mo. « Division of Outboard Marine Corp., 
makers of dohason and Evinrude Outboard Motors 
In Canada: LAWN-BOY, Peterborough, Ontario 


The NEW IDEAS are LAWN-BOY IDEAS 


Simple, positive electric starting without batteries, new optional 
LAWN-BOY feature, opens up extra sales opportunities. Electric 
starter fits also on 1955 and 1956 Deluxe LAWN-BOY models! 


—_—_—_—_———_..?.n ss .RkReere=Seeeeooo—— 


Best because it delivers 3200 rpm with power to spare—every piston 
stroke a power stroke for smooth, vibration-free operation. Two-cycle 
also means simplicity—a minimum of moving parts. . . easy, one-pull 
starting . . . no messy oil changing . . . simple, efficient carburetion and 
ignition .. . and light weight, keeping LAwN-Boy free and easy on the 
lawn. Take advantage of this tremendous sales advantage! 





The LAWN-BOY engine — best for gfass cutting 
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UNIVERSAL specials 


make your 
irha Hardware Week sa 


$472 
A $2.15 value for only 
UNIVERSAL PINT VACUUM BOTTLE 


A big 36¢ saving! And the sale’s as good as made 
when they see the famous Universal features. It comes 
with the “Shur-Grip” cordovan finish case, ““Roc-Lite” 
plastic cup, shock-absorber construction and elec- 
tronically tested filler. Packed six in an eye-catching 
display box that makes cash customers out of casual 
shoppers. Call your Universal distributor now. 


2 
A $3.39 value for only 
UNIVERSAL WORKMAN’S LUNCH KIT 


Tell em, “Save 40¢”, and watch this feature-packed 
special move! It’s the only heavy-duty lunch kit with 
a “built-in” cup holder. The tough, heavy-gauge steel 
construction and handsome cordovan finish make it 
a self-seller. It comes complete with a matching 
Universal pint vacuum bottle, extra heavy “Loc-Tite” 
safety catches, over-size collapsible handle and iden- 
tification holders. See your Universal distributor. 


$919 
Outstanding value for only 
LANDERS’ “KUT-EASY” FOOD CHOPPER 


A new addition to the most popular food chopper 
line of all! This ““Kut-Easy” model has three, easy-to- 
clean steel cutters, extra-long handle for easier turn- 
ing, liquid-tight barrel and one-piece frame. It’s built 
of rugged cast iron with a rust-resistant electro-tin 
finish. Order from your Universal distributor today. 


See us at the Chicago Housewares Show... Nes 
Booths 209-215 LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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POWERFUL 
LAMINATED CASE 
Layer on layer of hard 

wrought steel pilates... 
each cut outjustenough for 
its part of the mechanism. 


LARGE BRASS 

LOCKING LEVER 

Extra wide, extra heavy. Patented 
design protects against 
“rapping”. Driven by stainless 
steel spring. 


CADMIUM 
RUSTPROOFING 

Expertly plated with pure 
cadmium for protection 
against rust... for longer life! 


BRASS CYLINDER 
PIN-TUMBLER 
SECURITY 


Phosphor bronze 
springs, nickel-silver pin- 
tumblers. Finest protec- 
tion known to lockmaking! 


CYLINDER 
RETAINING PLATE 


insures smoother 
pin-tumbler action by 
preventing misalignment. 


$200 
RETAIL 





WE NEED/ | dozen No.5 


Rugged 2” laminated steel 
padiock. Finest brass cyl- 
inder, pin-tumbler security. 
Brass locking lever. Cad- 
mium rustproofed. 





‘Master 


PADLOCKS 


WE NEED | | dozen No. 1 


Finest brass cylinder, pin- 
tumbler security. Heavy 
brass locking lever. Pow- 
erful 1%" laminated steel 
case. 





WE NEED [ | dozen No.3 


Strong 11%” laminated steel 
padiock. Solid brass cylin- 
der and locking lever. Pin- 
tumbler security. Cadmium 
rustproofed. 





| 
| 


HEAVY, HARDENED 
STEEL SHACKLE 
Maximum strength and grip. 
Strong spring tension; self- 
locking; swivel action. 


EXTRA-STRENGTH 
RIVETING 

Heavy riveting on special 
presses under pressures up 
to 300,000 Ibs. Makes case 
stronger than a solid 

block of steel! 


SUPERIOR 
TENSILE STRENGTH 


Shackle deeply imbedded, firmly 
gripped. Stronger resistance to 
“pull out” by actual test! 


PRECISION CUT KEYS 


Beautifully coined, individually 
milled. Practically unlimited 
key changes. 


SPECIAL ORDER SERVICE 


Master-keyed and keyed-alike sets 
mean extra business for you. 


ORDER FROM 
YOUR WHOLESALER 
Simply “write in” the num- 
ber of dozen you need, 
add your name and ad- 
dress across the bottom 
of the page, and mail to 
your wholesaler—or hold 
for salesman's call. 


WE NEED | | dozen No.7 


Compact 1%.” laminated 
steel padiock. Pin-tumbler 
security, brass cylinder 
and locking lever. Cadmi- 
um rustproofed. 


‘Master Jock Company, Milwaukee 45, Wis. (Jouldi_ Largest Padlock. Monupactivwnd 
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by W. A. Phair 


Lest we forget... 


Someday, a statue will be erected in honor of the retail hardware 
merchants of America. The inscription on the statue will no doubt 
read something like this: 


Pioneer ... Merchdnt ... Citizen and 
Chief technical advisor of his community 


This inscription would be a very fitting tribute to a group cf im- 
portant people, to whom we all owe a great deal. The opportunity to 
acknowledge the credit due these men comes all too seldom. Perhaps 
it would be a proper time, now, at the opening of the new year for 
all of us to express our recognition of the accomplishments of the re- 
tail hardware merchant, and to assure him that in his future battles 
he will have the unqualified support of all the other segments of the 
hardware trade. 


The hardware store operator is assuredly an important man. He 
is the cornerstone of this hardware business that has provided a com- 
fortable living and good friends for so many people for so many years. 


The strength of the retail merchant is the strength of the hardware 
trade; his weaknesses are our weaknesses. As he prospers, so we 
all prosper. 


[ am not unmindful of the vital parts played by the other members 
of the hardware family—the manufacturer and the wholesaler and their 
able staffs. It is just that I think at times, under the pressure of daily 
routine, we are inclined to overlook the achievements of the thou- 
sands of retail outlets scattered the length and breadth of the nation. 


It seems to me, too, that there are times when the manufacturer 
and wholesaler members of the hardware family are a little too quick 
to place the blame for all the ills of the hardware trade on the dealer. 
The dealer has been accused of being unappreciative; lacking in loy- 
alty; backward in business methods and inclined to resist new mer- 
chandising ideas. 


Such broad, general criticisms are unfounded. Yes, there are some 
individual cases where a dealer may not measure up to the ideal stand- 
ard. But, by and large, one would have to look long and far before 
he could assemble such an outstanding group of people who do such 
a tremendous job of moving merchandise as the hardware merchants 
of America. 


It is also important that a man who condemns sin should be certain 
that he is without sin. I don’t think that any one would claim that 
the hardware manufacturer or wholesaler is entirely without blame for 
some of the headaches that have plagued the trade. 

(Continued on next page) 
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Editorial 


continued 


The task of the hardware dealer in moving merchandise has not always 
been an easy one. He has had to take on some mighty big and rough com- 
petition, such as the mail order chains, the discounters, the catalog houses, 
the supermarkets, etc. 


Yet, despite this big time opposition he has, by virtue of his flexibility, 
ingenuity and acute business sense, survived all the storms. 

His future will most certainly not be an easy one, either. There are many 
challenges ahead. Yet, we know that he will overcome the obstacles of the 
future as he has in the past. The more cooperation the dealer receives from 
the rest of the hardware trade, the easier his task will be. And, it follows, as 
the dealer prospers, so will the rest of the trade. 


This opening of the New Year is an ideal time for all of us to resolve that 
in the new year we will all put more “retail” in our thinking. When we tackle 
new promotions, new products, new merchandising ideas, let’s spend more 
time asking the question, “How well will this idea work at the retail hard- 
ware level?” 


If we all do this, I am certain that the retail merchant will do his utmost 
to continue to provide a sound, effective means of moving a large volume 
of merchandise. 


So, lest we forget, let us mark this as an occasion for acknowledging the 
importance of the retail hardware dealer as a partner in the progress of 
the hardware trade. 


Pots and pans... 


“Pots and pans,” the old timer said. “How did they ever get into a hard- 
ware store?” 


The pots and pans he speaks of is the profitable housewares department 
of the modern hardware store. Housewares got into our stores as a result 
of the changes in shopper habits that have occured in the post war period. 


The hardware store has always profited most by supplying the basic, re- 
curring needs of the home and farm, other than food and clothing. House- 
wares certainly fits into this category as well as any other line. 


Every investigation of hardware store sales in the past five years has 
shown that housewares account for an increasing share of the stores’ sales. 
It contributes substantially to a store’s profit and it builds traffic from the 
all-important woman shopper. 


The growing influence of the woman shopper in today’s markets, in many 
types of merchandise other than housewares, makes it almost mandatory 
that a hardware store have a good housewares department. 


Too many stores are not getting an adequate return from their house- 
wares department because they are overlooking some of the specialized 
angles of housewares merchandising. 


The Merchandising Guide in this issue, beginning on page 73, contains 
many useful and practical ideas for making your housewares more profitable. 
We urge vou to read this Guide carefully. 
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Now Better than Ever! 


~Y 
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. 
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e Streamlined 


e New Features 


wee 


: * 
WY Gbekeans 
KEY CUTTING 
NEW MODEL OF THE FAMOUS MACHINE 


A 
PROFESSIONAL KEY CUTTERS have long recognized 

the ILCO Minute as America’s finest key cutting machine. 
Now the new ‘Model L’ Minute offers you even better service, 
better value . . . with these improved features: 


@ NEW precision screw adjustment on cylinder key guide 
@ NEW heavier carriage spindle 

@® NEW pivoted key gauge 

@® NEW free-action bit key carriage 

@® NEW more rugged construction 


THE ILCO MINUTE is the only key cutting machine on the market 
capable of duplicating cylinder keys, flat steel keys, and bit keys 
without once removing the sample key or the blank key 


fo from the clamps. 


INDEPENDENT LOCK CO., Fitchburg, Mass. 


HARDWARE AGE, JANUARY 3, 1957 





BY WASHINGTON 


Another Good Year Is Coming Up 
But There'll Be Lots of Problems 


Government, business, and private economic fore- 
casters all predict overall strong business in 1957. 
There is little to dent the optimism that nationally, 
production, wages, employment, and sales will be as 
good or better than last year. 

Some of the problems dealers will have to fight this 
year include: 

Fairly large inventories; rising costs of business, 
such as wages, shipping costs, and rents; increasing 
wholesale prices in the face of some consumer resis- 
tance which may mean smaller profit margins: credit 
will be tight, and the market for appliances will be soft. 


Watch your costs more closely this year. Don’t let 
bigger volume blind you to the need to sit tight on 
operating costs. Figure on a bigger volume, then keep 
costs down and get set to end up with about the same 
profit as this year. 


Hardware Line Sales To Farmers 
To Rise As Farm Income Goes Up 


It looks like sales of farm machinery, equipment, 
and supplies will improve in 1957. 

Basic reason for the improvement is rising farm 
income. U. 8S. Agriculture Department economists pre- 
dict farm receipts in 1957 will be up 5 percent over last 
year. This would put farmers about 10 percent ahead 
of 1955. 

Government soil bank payments will be an important 
contributing income factor. 

Also boosting the improved outlook for sales to 
farmers is rising obsolescence of farm machinery. This 
is due in part to slow sales over the past few years, 


10 


PUREAY .OF 


HARDWARE 


plus increasingly large acreage being planted on the 
nation’s 4.7 million farms. 
Prolonged drought in some areas will bolster the 


sale of irrigation systems, economists say. 


If you handle farm merchandise lines, set your 1957 
sales estimate up about 5 percent over 1956 sales. 
Check your stock, and promotions, on fencing, farm 
tools, barn equipment and similar lines to get your 
share of the gain in farm income. 


Freight Rate Hikes Showing Up 
In Higher Costs; More To Come 


The prospects of higher freight rates are broadening 
as the effects of the first phase of the increases begin 
to be felt. 

Of the 7 percent emergency increase requested by 
the railroads, the Interstate Commerce Commission in 
near-record time has approved the full amount in the 
East and 5 percent in the West and for cross-country 
shipments. The ICC also recently approved a 4 percent 
hike in most rates for less-than-carload shipments sent 
by railway express. 

Hearings on the remaining portions of the rate 
increase proposals of 15 to 17 percent are scheduled 
in March. 

Freight forwarders, who contract to ship merchan- 
dise by rail and truck, are expected to ask for similar 
rate increases. 


If you want to do something about higher freight rates 
file a notorized statement with the ICC, Washington 
25, D. C. Be prepared to appear at a hearing to back 
up your statements. 

(Continued on page 116) 
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SELL POWER TOOLS... | 
AND YOUR OWN SPECIALS, | 
iN VOLUME WITH THE NEW... 
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OWCASE 


a GREATEST POWER TOOL 
‘PROMOTION PACKAGE EVER! 


An All-Season, All-item Merchandiser 


... complete with appropriate, removable 
signs for all selling occasions and seasons. 


70% of the Pet Electronic Showcase display area is 
reserved for your selection of items or lines for 
daily, weekly or monthly promotion. The remaining 
area exposes big-ticket, high profit power tools 
under guard . .. and displays them out in the open, 
where they'll sell in volume to build impulse sales 
and profit. 


PROTECTED AGAINST THEFT 


... buzzer signal system that can be heard all 
over the store reports when any electric tools 
are removed. Guards your prominently dis- 
played power tools. 

8S BONUS WALWES Complete package contains: new 
Electronic Showcase; the Pet Power 
Tools that account for 80% of sales; 
colorful merchandising materials! 

The Electronic Showcase was con- 
ceived by Retailers of Hardware 
(like yourself) for stores like your 
own. Provides an attractive, atten- 
tion-getting area for displaying 
whatever you choose. Mail coupon 
for complete prices, terms. 





mail to: GEORGE WEATHERBY, Sales Manager HA 1-3 
PORTABLE ELECTRIC TOOLS, INC. 
320 West 83rd Street, Chicago 20, Illinois 


Please send me full details about your new 
Pet Electronic Showcase package. 











STATE__ 
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New design toilet plunger 


The Toilaflex is designed especi- 


ally for use in toilets. Because of 


the design it can be used at all 
angles without the loss of com- 
pressed air. The accordion action 
plunger sells for $2.65. Wate) 
Master Co. 


For more data circle No. 1 on postcard, p. 131 


Special promotional brazier 


Economy minded outdoor chefs 
will be interested in this promo- 
tional priced barbecue brazier. Re- 
tails at $29.95. The unit retains 


the quality features of the rest of 
the line and comes with rotisserie 
spit, motor and hood. Height is 41 
in. Bowl diameter is 24 in. Atlas 
Tool and Mfg. Co. 


For more data circle No. 2 on postcard, p. 131 


Color improved sun lamp 


Sun bathers will be customers for 
this sun lamp which starts to pro- 
duce a tan almost immediately. 
The RS sun lamp gives a light that 
looks, feels and acts like sunlight. 
Lamp comes in a colorful new pack- 


age. Instruction booklet included. 
Westinghouse Electric Corp. 


For more data circle No. 3 on postcard, p. 131 


Sprayer and duster line 


This line of sprayers and dusters 
will dispense all types of spray 
solutions needed on farms and 
homes. The items range from one 
pint hand sprayers and dusters to 
a 2-gal per minute power pump. 
All models of hand and air sprayers 
ean be displayed on model S-531 





rack (shown) available from the 
company. Oakes Mfg. Co. 


For more data circle No. 4 on postcard, p. 131 


Household drink aerator 
Hostesses will be customers for 
this electric drink aerator. The 
unit blends and aerates any drink 
or food that ordinarily requires 
shaking or stirring. Air goes down 
the shaft and through the drinks 
to produce the desired fluffiness. 


Drink Aerator Model M-333 lists 
at $22.50. Burgess Vibrocrafters. 


For more data circle No. 5 on postcard, p. 131 
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Want more information on these 
products? Then use free post 
card on page 131. 


in hardware merchandise... 


FOR THE HARDWARE DEALER 


Dinnerware carrying rack 


Hostesses will be customers for 


this handy dinnerware carrying 


rack. Service for eight can be 
stacked in the rack for easy move- 
ment to dining room or patio. The 
compact, plastic coated rack sells 
for $1.49. Artistic Wire 
Co. 


Products 


For more data circle No. 6 on postcard, p. 131 


Plastic 40 qt wastebasket 

This unbreakable wastebasket is 
19% in. tall by 1454 in. in diameter. 
Each has a Carry-Grip rim and an 
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optional odor sealing lid. Available 
in four colors and retails at $4.98. 
Lid sells for $1.49. Plas-Tex Corp. 


For more data circle No. 7 on postcard, p. 131 


Budget wall can opener 


Budget minded housewives will 
be customers for this low-priced 
wall can opener. Swing-A-Way mod- 
el No. 307 is white enamel with cad- 


mium trim. Sells for $1.98. Mag- 
netic Model No. 307WM is the 
same with magnetic lid lifter. Re- 
tails for $2.98. Swing-A-Way Mfg. 
Co. 


For more data circle No. 8 on postcard, p. 131 


Restyled jug and chest line 


New styling is the main feature 
of this line of outing jugs and ice 
chests for 1957. The jugs are two- 
toned enamel finished steel. Four 
sizes are available in spout and 
faucet models. The two-toned chests 
come with a slip-in food tray, ice 
pick and can opener. An outside 

(Continued on page 128) 





TO HELP YOU 


SELL 


2 he SRE Be 
AND OTHER DEALER 
Se & erat eS 


Gardening tool sales kit 


The fourth annual Tool-Up Time 
sales kit, from True Temper, fea- 
tures a large, adjustable window 
display for use alone or with other 
displays. This full color unit has 
picket fence cutout sections which 


support long and short handled 





\imoie We Ny 

It's tool-up tim at 
~~ Ware 

J )  Thew tis mane 

NS 646) FUN 





yee 


<< 


garden tools. Newspaper mats and 
other items are included in the 
free kit. True Temper Corp. 


For more data circle No. 9 on postcard, p. 131 


Colorful clothesline package 
Customers will be attracted by 
this eye appealing blue and white 
clothes line package. Two connected 
50 ft hanks of No. 6 cord with each 
hank in an individual plastic bag 
(Continued on page 148) 
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ALL RETAIL 
STORE 
SALES 


(Un- 
adjusted) 


(in billions) 


$15 


> 


Source: U. S. Dept. of Commerce 











For more How's the Hardware Business 


HARDWARE 


see page 158 


> Business rolls into 1957 with optimism 


>» Total November retail sales set new record 


» Steel prices up, and rises still coming 


Favorable business conditions are forecast 
for 1957 by government, business officials 


Business will be good in 1957. 

That’s the opinion of government 
officials and top experts in business. 

Here is how they figure: 

Ketail sales were headed for an 
all-time high in 1956. They expect 
the buying trend to continue in 
1957 — despite the forecast of 
higher prices. 

Automakers are looking for a 
possible record sales year. Since 
one out of seven persons in the 
United States earns his living from 
the auto industry, employment and 
earnings will be up. 

Automatic pay increases are in 
the works for at least five million 
workers this year under terms of 
contracts signed in the past two 
years. The same number of new 
homes will be built in 1957 as in 
1956. That means good sales of 
builders’ hardware. 

Farm income is expected to rise. 
{ising population, income _ and 
strong export markets will bring 
higher farm prices. 

High employment has remained 
steady in recent months. It should 
continue for most of 1957 since 
not too many major labor contracts 
come up for negotiation. 
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The nation’s total output of 
goods and services reached a record 
rate in 1956. If the economy con- 
tinues at the same rate as in the 
last quarter of 1956, 1957’s gross 
national product will reach a record 
high. 

These are the opinions of ex- 
perts in the U. 8S. Depts. of Com- 
merce, Labor and Agriculture and 
a group of business executives at 
the semi-annual meeting of the 
U. S. Chamber of Commerce. 


Steel prices start 
their expected climb 

The steel price pot is beginning 
to boil, according to the industry’s 
leading weekly magazine, The Iron 
Age. 

Pressures of rising costs are 
being reflected in price hikes on 
many important mill products, in- 
cluding sheets and alloy plates. 

Stainless steel base prices 
started to climb a few weeks ago. 

A steady and growing list of 
higher costs for steelmaking raw 
materials since the general steel 
price hike last August is blamed 


November retail sales 
hit record $16.8 billion 


Storekeepers sold a record vol- 
ume of goods in November. 

According to the Commerce Dept. 
total retail sales in November were 
$16.8 billion. This compares with 
$16.3 billion in October, and $15.9 
billion last November. 

Sales in the hardware, lumber, 
building and farm equipment group 
dropped slightly during the month. 
Sales totaled $1.1 billion in No- 
vember, the same as a year ago, 
but down from the $1.2 billion re- 
ported in October. 

Declines in new construction 
during November accounted for 
much of the dip for the group. 

Sales in the nation’s chain and 
mail order houses in November 
were up nearly 10 percent over the 
same month last vear. 





for new increases. Latest raw ma- 
terial boosts affect nickel and fer- 
roalloys. 

And steel experts look for higher 
freight rates to add fuel to the 
fire. 

Steel demand for 1957 is ahead 
of production at a near-record pace 
in spite of present and anticipated 
price jumps. 
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—so why tie up money and shelf 
space with 12 to 20 oil stains 


Is it good business to stock 12 to 20 prepared stains when — with Firzite 
and Satinlac — you can help your customer get almost any wood finish 
desired! Our new free wood finishing chart shows you how to do it! 


Our new free wood finishing chart shows you how to do it! 


It contains 24 full-color panels — illustrates the most wanted light nat- 
ural effects; pickled and blond effects; oi! stain effects . . . gives simple 
directions for obtaining any one of them. 


It shows you how Satinlac and Firzite, plus colors-in-oil, are all the 
inventory you need for almost any wood finish desired . . . on any kind of 
wood . . . hard or soft, plywood or solid lumber. 


iT LD, es Ask your wholesaler for a supply of this new Wood Finishing Chart — 
pee free to Firzite and Satinlac dealers. Or mail coupon for sample copy. 
To kill that wild grain, 
recommend: Pints, quarts, | and 5 gal. cans. 


TISED! 
FIRZITE® — Helps prevent grain NATIONALLY ADVER | 
raise and face checking when - mY o esaler 
staining or painting plywood or ae a / wh j 
oth oft woods. A penetratin a d ¢ mi our 
sania seeter ta A sornoe saryg . / —_ Or er ro y 

For oil stain effects, add . 


colors-in-oil to CLEAR or WHITE 
Firzite 


eg ne | , MAIL COUPON FOR CHART ILLUSTRATED 
in ascatten. , oo? Pea SSeS SSS SSS eee eee 
See new chart for seme on ; a ? 
full instructions. oe se 


United States Plywood Corporatign . 
% m Dept. HAI-7S, 55 W. 44th St.. New York 36, N. Y. 

¥ Send me free sample copy of new Chart of Wood Fin- 
4 ishing Effects, showing how Firzite & Satinlac replace 
To get a beautiful net- an inventory of 12 to 20 oil stains. 


vral finish, recommend: 
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My Name 








color. Accents and preserves the 

rich natural grain and color ot WAL WoT TuRM YELLOW 
any wood, hard or soft, solid 
lumber or plywood. No undercoat 
required. No built-up look. Does 
not yellow or darken on aging. 
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The gateways of the World are 


Swinging on Hager, too! 


Big Profits in 
HAGER 





hardware 


Everything Hinges on Hager!* Garages or Barns or 


country gates—whatever needs swinging—the swing is to Hager! 


Hager Suburban Screw Hook and Strap, Bolt Hook and Strap, 
Hager Strap and T-hinges, Hager Gravity-Type Gate Latch 
and Hinge Hasps are skillfully made in many different 


designs and finishes to meet every conceivable rural and suburban need. 


Stock the Hager Suburban line. It’s ruggedly 
made of wrought steel to give long wear... weatherproofed 
finished to take all kinds of weather. 


Ask your jobber to show you the complete “Suburban” Line 


No. 1973 Hager Suburban 
Screw Hook and Strap Hinge. 


No. 1934 Hager Suburban 
Gate Latch. 
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The doorways and gateways of 
the world swing on Hager Hinges 


*® 
C. HAGER & SONS HINGE MANUFACTURING COMPANY «+ ST. LOUIS 4, MISSOURI 
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| SELL: 
ITEMS ARE — PROMOTIONALLY PRICED TO 


eae SEE OUR NEW ITEMS 


poor 3 340 | 


w @ Navy Pier, Chic 
dtl bes Catalog 


ago e Jan. \ 7- 24 
Housewares Sho 


Modern Design! he tet 
insulated and Leakproof! or . Send for | . 


PORTABLE ICE CHESTS Pe = 








| 


Extremely Durable! FLOWER BOX in : wv fron { Modern Wrought Iron 
Promotionally Priced, Too! & STAND SET BIRD BA ee FERNERY 


a PLANT — 

















pay y: Dut y Pi I tic - Self-Attaching : oo RS rs 
Heavy-Duty Rolled Edge SP ig rss oy . 
STEEL PLANT BOXES 





Modern ALUMINUM 
Wrought Iron PLANT BOXES 


PLANT 
STANDS 











WAT All Steel Leakproof 
| & SEED STARTERS | FLORAL PLANTERS 
ae PLANT GUARD Sage | 
W ne coo 
ben FENCING / 
GARDEN 20 stakes 


STAND no Pat bs 


Complete | | - ~ General son = ee : . 
with 4 Pots - Low Priced 











Economy 


HOSE HANGER 


EST. 1903 
Through your wholesale distributor or write direct 


{ rs | Ik I | Ss — CARLISLE MANUFACTURING COMPANY, INC. 


109-135 MEEKER AVE. NEWARK 12, N. J. 
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Colorful, Rigid, Knock-down 


PLASTIC 
> TRELLIS 


. 7 .* 
iM hie ih ntl We —easy to store— 
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Plastic GARDEN FENCE 
in 12 flower-fresh 
colors! Retails for only +499 


® Lasts a lifetime! 

® Made of indestructible 4 eye-catching colors: 
rigid Vinyl! White, green, yellow, pink! 

@ Makes a beautiful border 
for gardens, shrubs, play 
areas, lawns, etc.! Can’t rust, rot, fade or corrode! 
Sure-fire multiple sales! Comes knocked-down! Stock ’em 
Never needs painting! in minimum space! 
15” high—11” wide! 


priced for volume! 


Never needs painting! 


sph ah ea NAN 


Easy to assemble! No 
tools needed! 


6 ft. high—4% ft. wide! 


interlocking Sections, 
for extra support! 
Can be quickly 
dismantied. 








HIB! 
Three Spacer Bars 
hold trellis 3” from 
house; easily and 
firmly installed. 


Mfd. by GERING Products, Inc. 
Kenilworth, N. J. 


Distributed through 
Herculean Appliance Company 
1150 Broadway, New York 1, N.Y. 


° 24” high! 
° Rand Ot oe Sey iseneeing! VISIT BOOTH 448-450 
e Can't rust, rot, corrode! AT THE HOUSEWARES 


© Never needs painting! 
SHOW, NAVY PIER 


(Bundle of 10) $496 
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Exclusive 
“Mirror 
Finish’’... 


HOSE 


\\ \ Yee 
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SO BRIGHT.IT SELLS ON SIGHT! 


ok eo 


This year there are good reasons why all eyes are on 
the only garden hose with the “glamour look”. Made 
by Gering, orginator of the high lustre “Mirror Finish”. 
This high lustre sells it on sight! It’s also lightweight, 
convenient, indestructible—and priced to really move! 


Our exclusive “Mirror Finish” process produces a 
real gem—the promotional black hose, a full 7/16” 


beauty, priced to give you a real competitive edge— 
with a healthy profit. 


ALL SIZES AND COLORS 


Here’s a complete line of colors and sizes, all the 
way from %” to ¥%”—Soakers and 3-Tube Sprinkler 
» Hoses, too—all 100% durable vinyl plastic, all beauti- 
fully packaged, all with written guarantees we back up. 


So get in touch with your distributor today. Get the 
whole story. Stock up—then watch “Mirror Finish” 
make those hoses roll off your shelves! 


Powerful New Sales Helps for You: Space-Saver Display 
Rack ¢ “Stopper” Window Streamers ¢ Newspaper Mats 
Service + Quality - Dependability 
Mfd. by GERING Products, Inc., Kenilworth, N. J. 


Distributed through Herculean Appliance Company 
1150 Broadway, New York 1, N. Y. 


VISIT BOOTH 448-450 AT THE HOUSEWARES SHOW, NAVY PIER 
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3-TUBE 


SPRINKLER HOS 


Here’s an item you can really get excited about— 
the only sprinkler hose that’s different, with a clear 
practical advantage that makes sales on sight! 

It’s an advantage your customers can see instantly— 
and see the reason for. 





FREE 


COUNTER 
DISPLAY 


Order frem your 
supplier. 








GET GERIN 
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White stripe UP, 
it sprinkles. 


White stripe DOWN, 
it soaks. 


The Only Sprinkler Hose with “MIRROR FINISH” 
This Sprinkler Hose, of 100% Virgin Vinyl Plastic, coupled 

at both ends for adding additional lengths, will stand out on your 
Sales floor as thogh under a spotlight—it has the 

beautiful “Mirror Finish” originated by Gering. This glamour 
look means quick sales—turnover—profits! 

Write for the name of your nearest supplier...right away, today. 
Make sure you're all set to get your share of “SPRAY-GUIDE” 
Sprinkler Hose profits this season. 


Effective Dealer Aids that “keep them moving’’ 


Space-Saving Display Rack e “Stopper” Window Streamers Mfd. by GERING Products, Inc. 
Novel Counter Display « Skillfully Written Newspaper Mats Kentiwerth, N. J. 


Distributed through 
Herculean Appliance Company 


VISIT BOOTH 448-450 AT THE HOUSEWARES SHOW, NAVY PIER 1150 Broadway, New York 1,N. Y. 















FLOOR 
AND CARPET 
PROTECTOR 


Guards against Soil and Wear 
..» Shows the Beauty Beneath 


Gering rolis out the mat for extra sales, tidy profits! 


TIDY-MAT, Gering’s new flexible translucent 
polyethylene floor runner, keeps floors and carpets clean— 
has a thousand-and-one other uses: Shelf runners, 

drawer liners, etc. TIDY-MAT is easy to trim to size... 
wipes clean with a damp cloth! Its corrugated 

non-skid design holds it in place...can’t 

crush nap of carpet. 

TIDY-MAT is the fastest impulse-seller that ever 

jumped off a shelf. Just display it! It stops traffic— 

sells on sight! 


Pre-packaged 6-foot rolls, 
30” wide, to retail for only $2.98 


MULTI-USE FLOOR DISPLAY 
Colorful, removable display panel 
can be used for window, wall or counter 
as well. Also: Free Newspaper Mats. 
Se National Advertising 


W rite for the name of your nearest 
tributor. Some distributorships are 
till available in certain areas. 
rite for full particulars. 


BES 


" Mfd. by GERING Products, Inc. 
Kenilworth, N. J. 


VISIT BOOTH 448-450 — | Eoteenon 
AT THE HOUSEWARES 
SHOW, NAVY PIER 
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HARDWARE DEALERS 
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...and you'll find the YIGORO Line 
your best bet for SALES and PROFITS! 





Now—more than ever before 


you can buy VIGORO right! 


Our attractive new policy enables you to earn top dis- 
counts even if your volume is not the biggest. Your 
Swift Field Representative has all the facts. He’s in 


business to help your business. . 


. and he’s selling a 


line that’s backed by years of consumer confidence. 


Golden VIGORO 
Complete Lawn 
Food 


Proved on over 3 
billion sq. ft. of 
lawn. Safe, non- 
burning—tasts 
longer, gives 
steady feeding for 
months. 


Complete 
rlant Food 


Top seller for years 
—outsells the next 
brand by 6 to 1! 
ideal for flowers 
shrubs, vegetables, 
trees. 


s\NGOI 
\ ROSE FOOD 
Ve 
Aa 
ge. 


Lad 


viGORO 
Complete 
ROSE FOOD 


New! Special for- 
mula provides 
needed nutrients 
for better, and 
more, blooms 
Nothing likeitever 
before! 





instant VIGORO 
Complete water 
soluble plant 
food 


Provides fastest 
possible feeding 
action .. . nour- 
ishes plants 
through both 
leaves and roots. 


The VIGORO Family of Gardening Aids 


Golden Vigoro Complete 


Lawn Food 


Vigoro Complete Plant Food 
Instant Vigoro Complete 
"Water Soluble Plant Food 
Special Vigoro for 
Camellias & Azaleas 


Vigoro Complete Rose Food 


Vigoro Plus Chlordane 


End-o-Pest Garden Dust 
End-o-Pest Rose Dust 
End o-Pest Garden Spray 


End-o-Pest Ant & Lawn 


insect Dust 
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End-o-Pest Ant & Lawn 
Insect Spray 

End-o-Pest Tree Spray 

End-o-Weed 

End-o-Weed for Crabgrass 
and Chickweed 











Easier to SELL with NEW 
Advertising and Merchandising! 


The complete VIGORO line of gardening aids will be 
backed by the biggest ad campaign ever. Reader’s 
Digest, Saturday Evening Post are just two of the 
publications that will sell "em. PLUS—display ma- 
terial that pinpoints your area—‘‘made right for the 
soils and gardening conditions in your area.”’ 





TEXAS SOILS 


ViGORO 


COMPLETE p 








Additional Specialties Available in Certain Markets 


SWIFT & COMPANY 


Plant Food Division, Union Stock Yards, Chicago 9, Ill. 


Vigoro, End-o-Pest and End-o- Weed are trademarks of Swift &€ Company 
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Consistent consumer advertising to bolster Spearheaded by dramatic, colorful, large-space 
your sales the year round will be appearing in consumer advertising, these promotions include 
all these magazines. Every month your customers complete programs for the retail store—displays, 
will be exposed to hard hitting, multiple insertions merchandising materials, advertising services .. . 
in these leading consumer media. everything you need to break all past sales records. 


HELP YOURSELF TO BIGGER SALES...JOIN THE 
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50th Anniversary with an 


ket Your Sales 


Li 4 M + Dots * NEW ITEMS 
UAL / OS Comp C. «NEW, MODERN STYLING 
* NEW QUALITY FEATURES 
Droduct | * REALISTIC, COMPETITIVE PRICING 


THERMOS? for tops in quality, tops in consumer demand. ICY-HOT® and KEAPSIT® 
for the finest in promotional merchandise. 


THE AMERICAN THERMOS PRODUCTS COMPANY 
formerly THE AMERICAN THERMOS BOTTLE COMPANY 
NORWICH, CONNECTICUT 
Canadian Thermos Products, Ltd., Toronto + Thermos (1925) Ltd. London > | 


THERMDS. 50th ANNIVERSARY CELEBRATION 
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To replace broken panes: 


Sell “PENNVERNON”... 


not just “window glass” 


| pana the unique Pennvernon Window Glass label. 


What does it stand for? Why does it appear on every 


light of Pennvernon Window Glass? And why should you 
look for it when you are buying glass? 

First, the Pennvernon label is your guide to quality in 
window glass. It is the symbol of Pennvernon’s smooth, 
even finish... of its high degree of clarity and transparency 
... and of its many other fine visional qualities. It is applied 


Peanvernon Wi 


PAINTS - GLASS - CHEMICALS > 


PiU Vt $8 VU ReGen 


to every light of Pennvernon because the Pittsburgh Plate 
Glass Company wants you to know that you are buying top 
quality window glass not just any sheet glass. And last, you 
should look for this label when you are stocking glass be- 
cause then you can point it out to your customers as 
their assurance of “window glass at its best.” 

For more details, write Pittsburgh Plate Glass Company, 
Room 7128, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 


w Glass 


BRUSHES - PLASTICS - FIBER GLASS 


Pi Awe 


oS COM PAWN TY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Announcing 











A new addition 
to the 
Remington Arms 


a 








...REMINGTON ARMS and, 


Two great names-Two great lines 


Remington 


For over a century, the Remington trademark A recognized leader in the power tool field, Mall 
has stood for the finest craftsmanship, and has the skill born of experience—35 years of it. 
sportsmen the world over know and respect Men of industry have come to look on Mall 
Remington sporting firearms and ammunition. products as the finest, the most dependable of 
In recent years, the Remington name has earned their kind. Below is a part of the Mall line: 
an enviable reputation in cartridge powered con- 
struction fastening. Shown below are some of 
the products in the line: 








New Remington “Sportsman-58"' Autoload- New Mali Model “GP"' Chain 

ing Shotgun—the fastest loading shotgun made! Saw. More cuts per dollar! 

3-shot—12 gauge, weighs 7 Ibs.! Handles faster, Direct-drive, fast chain speed, 

carries easier, has non-recoiling barrel for extra rolier-bearing guide bar, dia- 

selling point! phragm carburetor and “ Cus- 
tom Cast’’ Strongwall housings. 
Toughest chain saw ever 
triggered. Light, compact, fewer 
parts to service. 





Remington “Gamemaster'' Model 760 ADL— 

the only high power slide action repeating rifle Mall Model 11 E 12 D Electric Chain 
made! Chambered for 30-06 Springfield, 270 Saw. Fast, powerful, lightweight. AC- 
Winchester; 300 Savage, 35 Remington, 257 DC, 60 cycle, 115-volt house current. 
Roberts, and 244 Remington center fire calibers. Overload switch, re-set button, swivel- 
Lightweight, light recoil; checkered stock and ing spade-grip handle, roller-bearing 


fore-end. guide bar. Fells 24” trees in seconds 
ee with pennies’ worth of power. 


Remington ‘“Fieldmaster'’ Modei 572 slide 
action 22 caliber repeating rifle with exclusive 
action for fast, smooth short-stroke operation. 
Exclusive cartridge feeding design gives straight- 
line feed. 


Remington ammunition gives the utmost in En a Mall Model 72 Saw. Puts 
power and dependability—whether shotgun shell See le 4 more precisionin workman's 
or cartridge. Careful quality control of all com- | Ree » hands, more profit in deal- 
ponents assures your customers complete satis- ——— ers’ cash registers. Bevel 
faction with every squeeze of trigger. ae oy cuts 2 x 6 at 45°, 7” blade has 

ees 2 3/8” depth capacity. Bevel- 


~~ shoe and rip-cut guide, tele- 
New “Mighty Mite" Model 456 Stud Driver “Sy uv, a a ee 
sets 4%” diameter stud into steel or concrete with ff , ACC. @ excise “498 wane 
hammer tap. 22-caliber blank cartridge supplies Z| A favorite Bags : 
power. ideal for light duty fastening jobs in  & 4 rebuildl 9 
industry or home. Retail price only $34.75. The ; seman 
tool has great potential as renta/ item, too. 

Mali Model 1498 Drill. Famous 

high-quality drill with special pre- 

* ame cision cut gears, ball-bearing 

Remington Model 455 Stud = construction. Cooling fan, light- 
Driver for professional builder, ; weight die-cast housing. Drives 
electrician or plumber. Sets both # dozens of attachments. Gives 
1/4” and 3/8” diameter studs in steel maximum versatility and torque 
or concrete—up to 6 studs/min. #5 me for minimum dollars. 4%" geared 
Uses both 22 and 32 caliber power : chuck, locking trigger switch, 2500 
loads to meet a// light, medium and rpm free speed. AC-DC, 60 cycle, 
heavy duty construction fastening 115 volt. With cord, plug and 
requirements. sa 5 ground. U.L. approved. 








MALL TOOL join forces 
—and everybody profits! 





Wherever power tools are used— 
in farming, industry, railroading, 
construction, and in the home— 
famous Remington Mall Tools are 
on the job. Here are some of the 
tools that are precision-built by 
Remington Mall: 


ELECTRIC TOOLS 


Drills, drill kits, screw drivers, im- 
pact wrenches, sanders, circular saws, 
routers, polishers, bench grinders, 
chain saws. 


AIR TOOLS 


Drills, polishers, screw drivers, san- 
ders, wheel and die grinders, circular 
and chain saws. 


GASOLINE ENGINE 
TOOLS 


Chain saws, borers, utility pumps, 
impact wrenches, earth augers, motor 
generators. 


FLEXISGLE 
SHAFT DRIVEN TOOLS 


Concrete vibrators and surfacers, 
earth augers, sanders, buffers, auto- 
motive grinders, rail grinders. 











Mail this coupon for 
complete information 












You profit with the service and sales potential 
of two great industrial names: Remington— 
America’s leading producer of firearms and ammuni- 
tion, and manufacturer of cartridge-powered fasten- 
ing tools. Mall—leading source of power tools with 
a complete line for every customer need. 170 years’ 
combined experience! 


You'll build profitable new business 
Take advantage of the big “do-it-yourself” market 
by offering the complete line of Mall power tools. 
Mall tools are competitively priced and are built to 
exacting industrial standards. They’re right for home 
workshop...right for industry...right for today’s 
customer! 

You know the profit story of Remington dealers! 
Get on the bandwagon now! Act today. Don’t delay! 
A three-cent stamp will bring a representative to 
your door. Just fill out the coupon below. 


Mali Tool Company, Division 
of Remington Arms Company, 
inc., 7714 South Chicago Ave., 
Chicago 19, lilinois. 





MALL TOOL COMPANY 


Division of Remington Arms Company, Inc. 
7714 South Chicago Ave., Chicago 19, Illinois 





_}|1l want complete information. [| Have your representative call. 


Name 











Address 





City inciineeiin State siacieiiiina 














———— — — — — — — 
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... again they'll be the center 
of attraction in your 


outdoor products section... 


NEW ULTRA-SMART STYLING... 
NEW UTILITY FEATURES 


Little Brown Jugs for ’57 have all the pace- 
setting features that mean more sales! Beautiful, 
modern two-tone baked enamel finish, rugged 
2-piece deep-drawn construction, and genuine, white 
vitreous porcelain interiors are only a few of 

the exciting features in the line that is America’s 
favorite... and finest outdoor jugs. 


Little Brown Chests let you sell 

the “‘Holds Cold Longer’’ features of—super 
insulation, exclusive 2-piece deep-drawn 
construction, hot-dipped galvanized interiors, 

and the new “‘Can’t Lose”’ caps on outside drains. 


ORDER FROM YOUR JOBBER 


ASK YOUR JOBBER ABOUT SPECIAL DISPLAY RACKS 
FOR IN-STORE OR WINDOW USE. 


HEMP AND COMPANY, INCORPORATED 


Producers of Quality Metal Products For 94 Years 


5601 Murray Street Macomb, Illinois 


> 
eee SIO 
cutee prom 


Chests 

equipped with 
removable trays, 
Opener and ice pick. 
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ONIOUE ram MODELS 


Priced $4.95 to $299.95 





*% Designer-styled for sales! 

% Satin-black, coppertone accents! 
% 5-position Kwik-FLIk grid control! 
% Heavy-gauge steel construction! 


* “Great Smoky” Smoker domes and 
hoods 


% Powerful Sales Aids 


% 5-YEAR Warranty on Brazier Firebowls! 


RCY-5 RCY-10-A . RC-240A—HE 
deluxe grill. Mass-Selling Spectacular Electric spit, 
All-purpose round grill cylinder cylinder 
$49.95 with shelf. smoker-brazier. smoker-brazier. $44.95 

$29.95 $14.95 $19.95 


warming oven. 


RC-98A WHEEK-EXCLUSIVE 
DESIGN! 6 electrically-driv- 
en shishkabab spits plus 
roasting spit. Warming 
oven, roll smoker hood. 
Firebox adjusts. Side pan- 
els raise, make work 
shelves. Rolls easily. 


$139.95 


RCY-20 RC-19A RC-400A 

Deluxe Sturdy Finest made! 

cylinder budget model. 12 electric 

smoker-brazier. Folds easily. spits, dozens of 

$39.95 $9.95 luxury features. 
$299.95 


THIS SPRING! BIG ADS Mail Coupon 


IN Now for 


M77] HOLIDAY a a 3 


1957 
See you at the Furniture Show 
SPACE 1119-A ROYAL CHEF 


Merchandise Mart, Chicago, Jan. 7-18 ~ CATALOG 
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CHATTANOOGA ROYAL COMPANY 


Chattanooga 6, Tenn. 


YOU BET I want to make the extra sales Royal Chef 
quality, beauty and advertising can bring. Please have 
my distributor rush me a catalog and information. 
Store Name 

By 


Address 











City Zone... State 
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te ALL: AMERICAN TEAM 


first again in °57 
for Dealer Profits ... Customer Satisfat 











#325 SCOTCH PLAID CUSHION 
(Coest Guerd Approved) 


#1367 FISHING VEST 
#215 WATER SKIPPER 


#216 MOTOR BOAT JACKET 
(Ceest Guerd Appreved) 


* 1549 SNO CAP CREEL 


* 455 
THE HIGHLANDER #119 STAY-A-FLOAT 


#792 DELUXE YACHT CAP py #1579 FISHING CREEL 
#1762 SHELL VEST 


& 1860 HUNTING PANTS 


* 332 EMBOSSED CUSHION 
(Coast Guard Approved) 


#740 FISHING CAP 


* 235 WATER SKI BELT 


#209 RACING VEST . SS 
* 326 SIGNAL FLAG CUSHION % 1657 HUNTING COAT *771 HUNTING CAP #1559 HANDY ANDY 
(Coast Gverd Appreved) 


Tapatco "THE AMERICAN PAD & TEXTILE CO. 


"You can't buy better... 
1o save your life 
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the most exciting 
developments in 


MELMAC (dinnerware 


AVAILABLE ONLY IN 


EARS WARE 


: PITTSBURGH + JAN, 8-15 AZ noomz,. 3 
; CHICAGO JAN. 17-25 *Di8"%6oor516-518 











Limited 


= Special 
NOW ONLY . 98 
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by WEAR: EVER 









Hallite’s quality 
and lasting beauty 


build SOLID 
REPEAT 
SALES 














ie 


@ SPECIAL OFFER 


$<—298 
= ONLY — SAVE OVER $2.50 
DP 





Now —for a limited time —you can start your Hallite range- 
to-table set at a big saving! These new cooking-and -serving 
utensils are all aluminum. They’re made of a special, thick 
aluminum alloy that spreads heat quickly, evenly, gently. 
And the brilliant copper-colored covers keep 

shiny, without polishing! Attractive leaf 

hangers are included free. Get this Hallite 

special today at your neighborhood store. 


THE ALUMINUM COOKING UTENSIL CO., INC. 


to introduce you to Hallite’s 


Range-to-Table service 


by WEAR-EVER 


NEW KENSINGTON, 
























ROI OL ALLIEN 


| 
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THIS (Jl 7, SPECIAL WILL MOVE FAST 


with the full weight of this concentrated 
National Advertising behind it 


THIS AD IS REACHING FEBRUARY LADIES’ HOME JOURNAL 
FEBRUARY READER’S DIGEST 

OVER 20,000,000 Es «cccecessecanserncever SUNSET 
CUSTOMERS IN: MARCH BETTER HOMES & GARDENS 





TAKE ADVANTAGE OF THIS BIG SPECIAL | 
(Jldlile 


Get more customers started on “RANGE-TO-TABLE”’ 





+ THEY'RE WONDERFUL 
TO COOK IN 


+ THEY'RE WONDERFUL 


. TO SERVE IN 
306212 


+< EACH PIECE a 
DISTINCTIVELY | ; 
= 


DESIGNED 


7e 
’ "i ‘ 2451 


— { . ES IN THICK, 4 omen 
1 — 

seente YY} QUICK-HEATING — 

canon ALUMINUM 


+ THEY FIT EVERY BUDGET 


> i 4x THEY'RE BRAND FAMOUS 


’ Va - 
2122/2 
2123'A 
2126 


Be 


PROMOTED FOR ee 








START MAKING PLANS NOW... 
MAKE THIS NATIONALLY-PROMOTED SPECIAL WORK FOR YOU! 


T1E IN WITH THESE FREE 


} , 
MERCHANDISING HELPS: 








COLOR NEVER WEEDS POLISHING 





START YOUR HALLITE RANGE -TO-TABLE SET TODAY AT THIS BIG SAVING ee 


FREE winvow sTREAMER 


RA-1716 





RA-450 


FREE FULL LINE 


STATEMENT ENCLOSURE 


RA-1720 


FR LE REPLY CARD 


STATEMENT ENCLOSURE 








FREE WROUGHT IRON DISPLAYER 





t Big Saving | 


NEWSPAPER MAT ADS 


PLACE YOUR ORDER TODAY 


The Aluminum Cooking Utensil Co., Inc. 


Retail Stores, Wear-Ever Bldg., New Kensington, Pa. 


Cae 





Quantity No. 


Description Quantity | 











2597 
2101 
2101% 
2102' 
21032 
2106 
2108 
2109 
2110 
2122 
2123 








7-inch Fry Pan Special 
1 at. Sauce Pan 








12 qt. Sauce Pan 














22 at. Sauce Pan 
3Y2 qt. Sauce Pan 
5 qt. Dutch Oven 
8" Brazier 

















9" Brazier 

10" Brazier 

22 at. Sauce Pot 
32 at. Sauce Pot 



































No. 


Description 





12126 
2451s | 
2452Y%, 


2598 


2599 
2600 
| 2598X 
306242 | 


3088 
3386 


6 qt. Sauce Pot 


1% qt. Double Boiler 
2% at. Double Boiler 


8" Fry Pan 
9" Fry Pan 
10" Fry Pan 
Egg Poacher 
Tea Kettle 
8-cup Perk 
Alcoa Wrap 
15" x 50' rolls 


—— 





ALSO 


c. 3 =P 


B evoss ke Bs ae 
Ri ta bales 


'  UMITED Tuwe 


COUNTER CARD PA-1717 


Your customers need 
ALCOA WRAP _ =< 


r= 


SEND FREE MERCHANDISING HELPS: 


Quantity: 


Reply Card 

Statement Enclosure RA-1720 
Full Line Folders RA-450 
Window Streamer RA-1716 
Counter Card RA-1717 


Wrought Iron Displayer 
Newspaper Ad Mats: 
|] 2 column 


1957S-1B 


wae 
__ | 1 column 
19575S-1A 


YOUR NAME 


ADDRESS 








YOUR JOBBER'S NAME 





RA-1719 
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HOUSEWARES SHOW 


NAVY PIER, CHICAGO, ILL. 
JAN. 17 TO 24, 1957 


NATIONAL CAN 


Sc GceR PP Oo RA FT 
3217 West 47 Place e Chicago 32, itinots 





Bargain-priced Electric Clocks 


CASCADE OF NEW COLORS! ALL UNDER 5! 


BLUE (new) 
DECOR — popular alarm. Blue, 


pink, ivory, beige — new decorator 
colors to harmonize with decor of 
any bedroom, desk or den. Wakes 
you for sure — alarm sounds for 45 
minutes unless it’s shut off. 6” wide. 
SUGGESTED DEALER PRICE: Less 
thon 6, $3.49; 6 or more, $3.24 


$4.99" 


us. At this 
RM LUMINO 
a rice, it’s the sagen 
Da minous alarm cloc 
. New beige or 
4” wide. Electric, 
ds winding. SUG- 
ALER PRICE: Less 


GENERAL @@ ELECTRIC 


it never nee 


STED DE 
“ n 6, $3-14; 6.08 MO 


ELECTRIC CLOCKS 


* Manufacturer's recommended retail or fair trade price, plus applicable taxes. 
Clock and Timer Department, Genera! Electric Company, Ashiand, Massachusetts. 
TELECHOICE kitchen clock. In bright 
new colors to match any kitchen 
decor: red, white, yellow, turquoise. 
It hangs on a wall or stands on a 
shelf. 8” wide. Because it’s electric, 
it keeps accurate time to the minute. 
SUGGESTED DEALER PRICE: Less 
than 6, $3.49; 6 or more, $3.24 


FSB EE Ee RTO en 
aha oe Ok ee 


Pr ae 
s +. 


% 
“ 
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FREE NEWSPAPER AD MATS 


Order them when you order 
your clocks. Spark your sales 
on these value-packed bar- 
gains. Tie in your ads with 
the big full-color ad appear- 
ing in Sunday Supplements— 


Feb. 10 — from coast to coast. 


ENHANCER alarm clock. 
Neat beige mode! for 
bedroom, living room, 
desk or den. 5” wide. 
SUGGESTED DEALER 
PRICE: Less than 6, 
$3.49; & or more, $3.24 


$499" 


BUTLER wall clock. 
Smartly tailored, in red, 
yellow, white—for kitchen 
or anywhere. 7'/,” wide. 
SUGGESTED DEALER 
PRICE: Less than 6, 
$3.84; 6 or more, $3.57 


$549" 


ORIGINALITY wall 
clock. New see-through 
design. Red, yellow or 
white. 8!” diameter. 
SUGGESTED DEALER 
PRICE: Less than 6, 
$4.19; 6 or more, $3.89 


$599" 


THESE BARGAINS BACKED BY BIG COLOR ADS IN SUNDAY SUPPLEMENTS—FEB. 10 


40 
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increases profit margins 
speeds turnover 
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You get fast turnover and higher profits when you stock and display 
J&L galvanized ware. This complete line is easy to sell... it looks good, 
lasts longer, is priced right. 

Order J&L galvanized ware from your hardware jobber. For detailed 
information or help in obtaining the Jones & Laughlin galvanized ware 


line, write direct to the Container Division, 405 Lexington Avenue, New 
York 17, New York. 


Write for catalog illustrating J&L galvanized ware 
line. Free to hardware jobbers and dealers. 





VISIT J&L 


av TH Jones & Laughlin 


HOUSEWARES SHOW STEEL CORPORATION STEEL 
AT NAVY PIER, CHICAGO 


Container Division 
Booths 497 and 499 


405 Lexington Avenue, New York 17, New York 
Gaivanized Ware Plants: Toledo, Ohio, and Atlanta, Georgla 
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LOOK IN AIR COOLING 
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SEE C4000 PORTABLE AIR 
COOLERS WITH THE SENSATIONAL 
NEW Aii-Vee JET SCREEN 


A radically new engineering application—the first time on a portable 
evaporative air cooler at any price. Hundreds of hexagonal wind 
tunnels in the HI-VEE JET SCREEN straighten and speed the 
most amazing torrent of filtered, scrubbed and cooled air the indus- 
try has ever known. This dramatic concept is available in Belvedere 
and Catalina models, exclusive with Chico. 


FAST MOVING MODELS FOR QUICK, SURE SUMMER PROFITS. 





All aluminum — exclusive with Chico. Featherlight — really portable. 
Cannot rust. Decorator designed. Baby-safe — pet-proof. XL-7 inner- 
coating for silence and alkali protection. No installation. Triple duty 
—cooler, ventilator, air cleaner. 


Attractive, sturdy stand in matching finishes 
for each model available at extra cost. 


PORTABLE AIR COOLER 


CHICO GENERAL PRODUCTS CORPORATION 
esée acae~rtes eh iwiwmiarre 
525 MARKET STREET « SAN FRANCISCO 5 + CALIFORNIA 
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IT’S PLAYFULLY SIMPLE... You buy by the PACK ...and sell by the armload! No slow- 
movers ...no guess-work ...no dead wood! Each COLOR PACK ....every BONUS 
PACK is a complete balanced assortment with a built-in merchandising kit... 


powerfully advertised for guaranteed turnover and assured profits! seine 


THE PLAS-TEX CORPORATION Los Angeles 64, California [MJ93 
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Now, for the first time in Melamine Dinnerware... 


Patterns On Cups 
Bowls and Service Pieces* 


as well as flat surfaces 


Exclusively in Prolon's 
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Introducing 


FOUR OUTSTANDING 
NEW PATTERNS 

by 

SCOTT WILSON 


Foremost Industrial Designer 


“Granada” 
*Pat. appl. for 





“Regatta” “Oriental Poppy” 2 “Choraleer”’ 


@ Four new, modern patterns for bigger sales, more @ In the same fine Melmac® quality and award-winning 
compelling display. contemporary designs that have made Prolon’s 
“Florence” the leader in Melamine Dinnerware. 


@ In fresh, glowing colors, on luminous, translucent 
white, available in Cups, Saucers, Dinner Plates, | @ Stock and display the new “Florence”’ patterns for 
Bread-and-Butter Dishes, Bowls and Serving Pieces. more sales of open stock pieces and complete services. 


SEE US, JANUARY 17 TO 24, IN CHICAGO, NAVY PIER, BOOTH 583-5 


Prolom DIVISION. PRO-PHY-LAC-TIC BRUSH COMPANY, FLORENCE, MASSACHUSETTS 
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at the 
Chicago 
Show 


see how... 


SALES CO 


The 

Floor Polisher 
most people 
know 

and want! 


REGINA soceirs ortiesr 


POLISHER and SCRUBBER 


REGINA sow 


16-INCH 
FLOOR MACHINE 


Each year, increasing 
in popularity in 
larger homes, 
institutions, 

stores, etc. 


REGINA soc «s 


SUPER DELUXE VACUUM 
on Wheels! 


Biggest number of sales-making 
attachments that do everything 
from cleaning of blinds to 
painting! 


SEE why the country's sold on Regina 
at the 
CHICAGO HOUSEWARES SHOW 
Navy Pier 
January 17-24 
Space Nos. 414, 416, 418 
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No other vacuum 
cleaner like it in 
the world—used 
in thousands of 
homes, hotels 
and motels! 





REGINA sores 
Towbar 


HEAVY-DUTY 
FLOOR MACHINE 


Gigantic 21-inch spread. 
The leader for industrial, 
commercial and 
institutional 
floor 
maintenance. 


USE 

THIS COUPON, 
if YOU 
CAN'T GET 
TO CHICAGO 





wa 


fae 
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THE REGINA CORP., Rahway 67, New Jersey 
I am interested in: 
—___.Model TS Polisher and Scrubber 
_Model TS in luxury chrome finish 
__—Rug cleaning attachment for Model TS 
_—__——Reconditioning equipment for Model TS 
___Electrikbroom—Model TL 
_..Model A Twin-Brush Floor Machine 
__Reconditioning equipment for Model A 
__.Model E Heavy-Duty Floor Machine 
__...Model 66 Super DeLuxe Vacuum 
Please send: 
Name and address of distributor for my territory 
___.___.. Regina Dealer helps 





STORE NAME. 





ADDRESS_____. 





LONE... STATE 





SIGNED 





In Canada, Switson Industries, Ltd., Welland, Ontario. 














NOW BEING INTRODUCED 
FOR THE FIRST TIME 


EKCO 
STAINLESS 


IN LUSTROUS 


Latham 


PATTERN 


Famous Quality EKCO Stainless—The Ultimate In Simplicity 
And Distinctive Design. 


Graded, Fully Polished With a Lifetime Mirror Finish. 


@ Dining Room Quality At “Kitchen” Prices 


@ Designed And Priced For Hardware-House- 
wares Store Selling 


@ The Complete Line Consists of These Most 
Asked For Items: Six Open Stock Pieces, 
5 pe. Place Setting, 16 and 24 pc. Sets and 
A Beautiful Display 


@ Get Into This Highly Profitable Repeat 
Business Now! 


We'll be looking for you at The National Housewares 
Show Booths 103 through 105—107 through 115— 
Navy Pier. 


... the greatest name in housewares 





Ekco Products Company, Chicago 339, Illinois 
also available from EKCO Products Co., (Canada), Ltd., Toronto, Canada 
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E'VE GOT NEWS FOR YOU! 
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MORE NEWS! For the second year 


in a row, Counselor is the only 
manufacturer to produce over a Uj 
million bath scales ! 


THE BREARLEY COMPANY e@ ROCKFORD, ILLINOIS e¢ WORLD'S LARGEST PRODUCER OF BATH SCALES 
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NOW You can win 


x $5000- 


REMODELING JOB 
FOR YOUR STORE 


in NEW KORDITE FREEZER DISPLAY 


Get a complete, fast-moving freezer and refrigerator department for your store— 
and earn more entries in Kordite’s BIG NEW 1957 “Dream Store” Contest for 
Retailer Store Improvement. 


HERE ARE THE BIG PRIZES! 
2 First Prizes . . . .$5,000 store remodeling jobs 
2 Second Prizes . .$1,000 worth of new store fixtures 


4 Third Prizes ... $500 worth of fixtures, down payment on truck, new 
store paint job, etc. 


10 Fourth Prizes .. $100 each to improve your store 


PLUS a year’s membership in I.R.H.A. amd up to four correspondence courses for 
your clerks. 


KORDITE COMPANY . pivision OF TEXTRON ING. 
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Here’s How 


KF Enter... 


Just fill out and mail in the 
Official Entry Form con- 
tained in your 1957 Kordite 
Display Deal or write, 
Kordite ‘““‘Dream Store’’ 


e MACEDON, NEW YORK 
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AND... 


HERE ARE THE FREE 
DISPLAY RACKS FOR YOUR 
FREEZER-REFRIGERATOR 


DEPARTMENT 


All-new 
FREEZERAMA 
Display Deal 


Beautiful white masonite rack 
sells from both sides. Gives 
you an outstanding FREEZER- 
REFRIGERATOR department— 
dresses up your store. 48” x 
20” x 52”; occupies only 6 sq. 
ft. of floor space. 


The brand new CAROUSEL 
Display Deal 


Kordite puts motion and action into 
display to build sales. A completely 
flexible display for wall, island, or 
counter-end. 

Special whirling top section—bril- 
liant full-color Kodachrome reproduced 
on metal sign. 


Manufactured in attractive black 
wrought iron, 21”x21"x62"; oc- 
cupies only 3 sq. ft. of floor space. 


New TOP 0’ COUNTER Display Deal 


Squeezes lots of freezer supplies in a compact counter-top depart- 
ment. Colorful, eye-appealing, topped with striking sign. Takes 
only a small amount of counter space! Use it alone—or in addi- 
tion to a larger display elsewhere in store. 


Get these exciting displays from your jobber .. . 
and good luck in the BIG “Dream Store”’ Contest. 





Lau scoops the field again by 
offering every fan...every feature 
. - » your customers want! Here’s 
the new Ultra Twenty, the decora- 
tor-styled selling sensation ... the 
handy Porta-Breez, best-looking fan 
on wheels...the portable Supers, 
Twelve and Sixteen. Here are all the 
fans you'll need to give you a ban- 
ner fan-selling year! 


REMEMBER: fo 
See Us At The HOUSEWARES SHOW, Navy 
Pier, Chicago, Booths 529-531, Jan. 17-24. 


 ————————————" 
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Ultra-Twenty (Models 2057-U, UB, UT, UP)—Four decorator colors! Recessed panel Saf-T-Eye, 
3-speed switch, thermostat, electric reverse. Complete with spacers. Big 20” blades move 3950 cfm.* 
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Twin Twelve (Model 1257-T)—Slim, 
trim, with new automatic thermostat! 
3-speeds. Lightweight, portable; hangs 
on casement window in seconds. 16” 
x 32” x5%”". Twin 12” blades move 
3120 cfm.* 


lil” 
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Super Porta-Breez (Model 1657-SPB) 
—New movile air circulator; easily 
moved on non-scuff wheels. Height ad- 
justable stand. Full 360° tilt. Popular 
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Super Twenty (Model 2057-S)—Pop- 
ular 20” portable air circulator. Auto- 
matic thermostat. 3-speeds. 22” x 22” 
x 5%”. Spacer panels for window in- 
stallation available. Big 20” blades 
move 3950 cfm.* 
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Special Twenty (Model 2057-RW)— 
Powerful low-cost fan. Electrically re- 
versible! 5 position control. Built in 
adjustable spacer panel. Fits windows 
30” to 38%” wide. 20” blades move 
3950 cfm.* 
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Super Sixteen, Super Twelve (Models 
1657-S, 1257-S)—Portable air circula- 
tors, complete with Tilta-Breez stand. 
“Comfort Grip” handles. Sixteen: 18” 
x 18” x 5%”; 3000 cfm.* Twelve: 16” 
x 16” x 5%”; 2300 cfm.* 
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Powerflow Twenty-Four (Model 2454- 
WR2)— Cools an entire home. Quiet, 
belt-driven, 2-speeds, electrically re- 
versible. Fits windows 31” to 36” wide. 
26%" x 31” x 10”. Moves 5500 cfm.* 

*( Equiv. NEMA) 


World's Largest Manufacturer of Air-Conditioning Blowers 


LAU FANS «© THE LAU BLOWER CO. © 2007 Home Ave., Dayton 7, Ohio 
Azusa, California. In Canada: The Lau Blower Co. of Canada, Ltd., Kitchener, Ontario 


Super Sixteen fan. Shipped complete 
in one space-saving carton. 
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all-steel and 
steel-aluminum models! # 


choice of all-aluminum, 


L$OI67 
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@ Here’s the hottest news on wheels! Created for gracious 
entertaining . . . available in a wide price range . . . backed by 
a name that means quality and value . . . a name that’s 
pre-sold to your best customers in leading national magazines! 
All models are 2914” high, 174%” x 27”, with fashionable 
French Oval tops and shelves, and smart-looking guard rails 
that help keep refreshments from sliding or spilling off. All 
turn and roll at a finger’s touch, on silent, three-inch casters. 
Act now, and be first in your area to display these striking 
new carts! Your distributor has full information on discounts 
to all retail stores. Call today! 


HAMILTON MANUFACTURING CORPORATION - COLUMBUS, INDIANA 


deluxe serving carts 





It's a Sure Bet she'll pick this 





...a sure way to boost your irha Hardware Week Sales! 


A big $3.95 value for only $2.95! And the 

features alone will sell Mrs. Housewife on this amazing 
Dazey Hardware Week special. You can’t miss when 

you show her the lifetime “grease-sealed” cutting wheel 
that leaves a smooth safety-edge rim, the magnetic lid-lifter 
and the convenient fold-away swivel mounting. It’s 
finished in long-wearing, chip-proof enamel. And she has 
her choice of three popular kitchen colors; red, white 
and yellow. With odds like this in your favor, it’s a sure thing! 
Order your Dazey “Leader” Hardware Week specials now! 
Contact your Dazey Distributor and specify No. SP60M. 


Stops casual shoppers! Holds six 
DISPLAY ! Dazey Hardware Week Specials in | 
assorted colors. Specify No. SP60M. 
| CORPORATION 


See us at Chicago .. . Booths 205-207 ea s0. eal 
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C wvond }t0 ROUND HARDWARE 


The most diversified line in the world. 
_ IN FOUR FASHIONABLE FINISHES: | RY 































































































THE GOULD-MERSEREAU CO 


New \Fela. ? NJ Y 


.» ING. 


35 West 
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NEW 


You can’t miss with a handy little beauty like this! There’s 
nothing on the market like it — for looks, for convenience, 
for easy, instant operation and performance. Just display it — 
let it catch the customer’s eye with its refreshing green enamel 
finish ...its bright chrome grill... polished aluminum heat- 
reflector bowl...and its ready-to-go twin fuel cartridges 
(one’s a spare!). Light it, show it and customers will buy it 
for picnics and outings... for motel and cabin use on motor 
trips... for patio parties and dozens of other uses. Lights at a 
touch of a match, burns economically, refuels in 5 seconds. 


NEW COLEMAN 
PAK-TABLE 


Colorful, scuff - proof vinyl top 
bonded-to-steel; New “Snap-Out”’ 
Legs. The handsomest, handiest 
outdoor table made. Does double 
duty! (1) a roomy carrying case 
that converts in seconds to (2) a 
sturdy, 28” squore table. Top is 


N 
scratch-and-scuff proof. Wipes SN 


clean, stays beautiful. Alcohol, 


Lights instantly ... burns cleanly ...heat reg- 
viates from high to simmer. “Floating” re- 
flector bowl puts heat into cooking, keeps 
stove cool. Sturdy, one-piece frame. Grill 
snaps off for washing. Enamel finish can be 
wiped off. Weighs only 412 Ibs. with 2 cans 
fuel. 12” wide,7” deep, 5” high. Retail List $9.95 


A STORE TRAFFIC BUILDER... COLEMAN 
LP Gas Fuel—a steady repeat seller for 
Coleman Picnic Stoves and Coleman LP 
Gas Lanterns. A better fuel. New throw- 
awoy cartridge. Sell singly or in one-half 
dozen carton. 2 hours real heat, (4 hours 
of light) in every cartridge. 59c retail list. 


These Coleman Products belong on all 
Picnics © Beach Parties * Clam Bakes * Cook 
Outs * Patio Parties * Vacation Trips ¢ Auto 
Trips ¢ Outings of Every Kind. 


EW COLEMAN 
OW-LITE Cooler— 


Snow-white, Sanitary 
Royalite interior. = NEW Coleman LP 


fruit acids won't stain it. Hot pounds lighter in , 3 Gas Lantern — 


dishes, cigarettes, won't scorch it. Also available with weight. Holds 


Lights instantly, 


| J gi bright 
metal top of green hammerloid finish. As carrying ig pe Magn anh 0 a Nag iene. 


case holds four stools, lots of utensils and supplies. beauty, vinyl top, Stands firm, 
(Picnic Stove can be packed in it.) Table and 4 stools chrome fittings. hangs anywhere. 


from $23.95 retail list. 
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Model No. 307W, White enamel $1.98 
Magnetic model $2.98 


BOOTH 181-183 


hard to believe, but it’s true! 


We haven’t made a mistake! This is act- costing twice as much. it has the kind of 
ually a picture of the new, low - priced, appeal that assures sales success...then 
SWING-A-WAY Budget Can Opener..with goes on building good will with its perfect 
the performance, quality and dramatic performance. Be sure you see this excit- 
styling found only in competing models ing new SWING-A-WAY before you buy! 

ONLY $1.98 


i, 


first in sales Swinc: ‘WAY first in value! 


SWING-A-WAY MANUFACTURING CO.-4100 BECK AVE.+ST. LOUIS 16, MO.-In Canada: Fox Agencies, Port Credit, Ont. 

















Standard Can Opener Magnetic Can Opener Portable Can Opener § Automatic Can Opener§ Cabinet Can Opener 
from $2.49 from $3.49 from $1.98 from $4.49 $9.95 




















THERE’S A SWING-A-WAY BEST SELLER AT EVERY PRICE LEVEL 
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“Wbbamel 


DISPLAY JOM IN ’S7 — 


HARVELL WILL GET GREATER PROFITS PER COUNTER FOOT FOR YOU 


Sales records are proving that you'll get a greater dollar return per counter foot if you ... 


SHOW Hearvell in full colors and designs — all the style 
of high-priced lines, but pre-priced for modest budgets. 
You'll get multiple sales because of the variety of 
related items. 


SUGGEST Harvell. Every home has a need for several 
Harvell housewares. The appeal is wide, the demand 
is there. Trays in sets of 4, 6 or 8, Matched Sets for 
gifts or prizes. Wastebaskets for every room 


STOCK Harvell in depth so it's handy for quick sales. 
Sell the stock-related items together, reorder often, keep 
stocks up. 


SELL Harvell —extra impulse sales right from the display 
alone. Create colorful window displays, spot displays 
and special promotions—and build your store as the 
center for quality housewares that are priced right, 
styled right. 


FOR GREATER PROFITS 


MANUFACTURING CORPORATION . 


NEW YORK OFFICE, 420 LEXINGTON AVE., NEW YORK 17, N. Y. 
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A—MODEL 455—UPHOLSTERED CHAISE- 
KING. 4 position fingertip adjust- 
ment. Rubberized hair-filled vinyi 
cushions on helical springs. 

B—MODEL 340—FOLDING CONTOUR- 
KING. 2 comfortable positions by 
shifting weight. Fade-proof Saran, 
double-sewn with orlon thread. 

C—BEAUTY-FOLD MARBLE-FINISH 
TABLE. Satin-Dlack legs, gold ac- 


cents, colorful Tuscany Marble 
finish. 27°’ x 60”, $14.95 retail. 
30°’ x 72”, $19.95 retail. 

D—FOLD-A-WAY ALUMINUM TABLE 
all aluminum with Fiesta embossed 
top. 27° x 60”, $22.95 retail. 
30°’ x 72”, $29.95 retail. 

E—MODEL 350—WONDER-FOLD SETTEE. 
Seats two comfortably. Flash-folds 


in one motion. 
webbing. 


F—MODEL 450—FOLDING CHAISE- 
KING. 4 position fingertip adjust 
ment. Triple-Tone Saran Webbing 
on %” aluminum frame. 

G—MODEL 255—UPHOLSTERED LAWN- 
KING. Weatherproof, heavy gauxe 
vinyl cushions filled with rubber- 
ized hair pad. Flash-folds 


Triple-Tone Saran 


Prices slightly higher W. of Miss 


MAN IN THE MIDDLE 


we say “thank goodness!” - and so should you! 


People who talk about “eliminating the middleman” are just talking 


through their hats! Without reputable Wholesale Distributors to make our 


All-Luminum Products’ SUN 'N SURF Furniture is sold 
exclusively under this Protected Profits Plan 
line of Sun ’N Surf Furniture available to you — to stock and deliver the — + Sold ONLY through Wholesale Distributors . . . 
of ‘ never direct to price cutting chains. 
quantities you need — you would have’ to forego the important profits 


Local stocks always on hand — no large inventory. 
Nationally-advertised. 
Guaranteed by Good Housekeeping. 


Aluminum Furniture can bring you. Because we believe you belong in 
this business, All-Luminum Products sells this’ line exclusively through 
Wholesalers. No price-footballing supermarkets, chain drug or department 
stores. You buy on the same basis as everyone else, at the same price — 
and make a fair profit. 


Exclusive styling, quality materials and manufacture 
eliminate comparison with promotional merchandise. 


Pag [Hectons) | [POST 


Without the Wholesaler it just wouldn't be 
“Thank Goodness” for the Man in the Middle . . . 
WHOLESALERS: 





Zest © ene oF 


P Gamanied by = 
Good Housekeeping 
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possible — so we say 





and so should you! 








SOME CHOICE TERRITORIES AVAILABLE 
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The only fence line that sells on sight 
cael ms I 


HARDWARE AGE, JANUARY 3, 1957 











RED BRAND 


a new Poultry Netting that 
stretches without bulging 


Keyline is the first basic improvement in 
poultry netting in years! Goes up with- 
out bagging or bulging. 

The secret is the reinforcing line wires. Keyline 
netting is actually woven around these reinforcing 
wires. 

You stretch these wires. The “reverse twist” 
weave of Keyline adjusts to give a neat, flat 
surface. 


No bulges. No bagging. It stretches as neatly 


KEYLINE? 


as woven wire... but, oh, so much easier. Yet 
it’s stronger and heavier than ordinary netting. 

We’re so proud of this improved fence that 
we’ ve given it a special name— Keyline! And new 
Keyline will be merchandised and advertised in 
the same strong way as the famous Red Brand 
Fence family. 

Poultry raisers everywhere will be asking for 
this sensational new netting. Be sure you have a 
supply available. Send your order in today. 


EXTRA...the only poultry netting with a promotion 
to build sales for your full line of poultry supplies. 
Get the details from your Keystone representative. 


MACAC) ee Lh 


SSS 
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PEORIA 7, ILLINOIS 
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Save more baby chicks 


This Ign make 


oli Mm olel lise amr iti el olit-ts 


sares theme ie help YOU Sé 





a 2e tial -teleleltielai-ia- mee), 


it's Reystone's 


UNIVE RS AIS Spring Selling Spree gives you a honey 


4 j 


~ UNIVERSAL 
the Bargain America’s No. 1 Coffeematic is a bargain 


at any price. Chrome on solid copper for 
that brings quality, automatic convenience without 

an equal and styling that makes every 

other a “last year’s model.” Stock the 

Universal Coffeematic that sells on sight. 


From $26.95 


UNIVERSAL 


Add to your Boost your profit margin on every toaster 
profit with with this Baker’s Dozen Deal. Companion 


to the famous Coffeematic, fast toasting with | 
1 FREE Reflector-Control that toasts any bread 4 
to the same degree without adjustment. F 


for every i2 It’s featured to please and priced to sell. 4 : 
Only $19.95. Le 


ee Soe ig 


cee ee 
os 


UNIVERSAL Cin n Diu Tm, 


BONUS-EXTRA 
DEAL! Here’s your chance to boost your 


profit on every one you sell. Featured 
1 FREE to do better, faster, easier ironing with 
big over-all steam pattern, Jiffy- 


with every 12 Switch change from steam to dry 


and the switchover cord for left 


you buy! handers. Only $16.95. 


. Se Bey ee 
x A . ~ - % 
Sh 


Universal is “laying it on the line” this Spring to make more sales . . . more profits for every dealer carrying 
Universal housewares. And we're letting every consumer know you’ ve got these specials with a barrage of ads ir top national 
magazines starting with a big double-page spread in LOOK on April 2. Be sure you’re stocked up with a full line—put ’em 
out front, and watch that Spring Selling Spree take hold. 
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of a promotion... 


SWEETEN YOUR SALES! 


uNversaL Aint Frying Tore 


get fast turnover with a 


30 C0) with the cover it needs, FREE. Here’s a package price that 
= beats ‘em all. Universal gives you all the frying pan features 


| that women look for, including accurate controlled heat 
and a new low price 


Offer this big 1142-inch automatic frying pan for only $22.95 


and with sealed-in unit that lets pam and controls be immersed 


of $22.95 for easy washing. Here’s a bargain you can bank on to bring 








Make More in’57.... 


G0 UNIVERSAL! 
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in customers and sell ’em quick. Stock up now. 


PDE IE CRUCHER 
FREE! 


A sure-fire bargain no one will pass up. They save 
$9.95 on this perfect combination . . . you double your sales, Stock up 
now for the summer drink season ahead. Put it out front now— 
housewives will want this big extra value. A UNIVERSAL 
MIXABLEND, the handiest helper you can own PLUS 


the famous DAZEY TRIPLE ICE CRUSHER—FREE! 
A $57.90 value for only $47.95. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





A NEW IDEA 
in GARDEN HOSE 
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4 TUBE SPRINKLER 


| oi eee . Four-Tube Patented Sprin- 
kler Hose — our leader — 
2 lite sprinkler 4 smooth Green and made of 


Deluxe-Virgin Viny Vinyl Impe- 


Deluxe Imperialyte Plastic. 


#700 CLEARALON 
Full * Clear, smooth 
: color — _—. 
: years. A real hose for 
average use. SOAKER HOSE 


580 RIB-CLEAR SSE WS V2" Single-Tube Soaker and 
“size. sme pie a - Sprinkler Hose—color green 
—made of Imperialyte Plas- 
tic. A good item at a low 
FULLY COVERED and price. 
au en PROTECTED UNDER U.S. 
ae. & by @ PATENT 2,621,075. 


Good Mousshecging naan Giessen 


~r 45 anyeanistd >, 


PROMOTIONAL HOSE 


Traffic builders for any 
store. 


#337 ImMPCO 
Clear, smooth transparent 
Fally Green plastic hose 
with a full 3 year guar- 
antee. 


#150 WATER BOY 
Solid wall, opaque corru- 
gated Red, Green and 
Black. Exceptional quality 
value for the price and a 
full 3 year guarantee. 


Kos aie Or 
* Guaranteed by © 
Good Housekeeping 


* 
ior as aoveanisto TH 





Se TC . . AND IT’S 
** Guaranteed by @ 


Good Housshooping GUARANTEED BY 


wor as ADVERTISED wet 


GOOD HOUSEKEEPING, TOO! 


Tubing & Rubber Company 
MILL STREET CRANSTON 5, R. I 


ALSO MANUFACTURERS OF A COMPLETE LINE OF RUBBER GARDEN HOSE. 
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Seymour S$mitu TRAFFIC BUILDERS 
for Soring Promotions 


' PRUNING © 
SHEARS 32 
No. 09 
© PRICE ’ 
S ONLY $1.69 list, 


~ . 








A big bargain in a Special 8” anvil type pruning 
shear with the quality of the other well known 
Seymour Smith pruners. Replaceable cutlery steel 
blade assures easy cutting. Unbreakable pressed 
steel handles finished in baked red enamel. 

Price only $1.69 list. 


Packed: 12 to display carton, aiready 
set up for the dealer (as illustrated). 
Counter space required only 4” x 4” 


YOUR PROFIT = 333% 


These shears are designed for Special Spring 
Promotion Sales or for Hardware Week. They 
are priced so that you receive your full 33'4% 
discount. They are offered for a limited time 
only and will be discontinued after the spring 
selling season. 





— 


‘GRASS % 
SHEARS 
No. 07 


re 99 list 


ONLY 


A Special promotional grass shear made with hard- 
ened steel blades and unbreakable pressed steel 
handles finished in baked enamel. Extremely easy 
action. Efficient, serviceable shear at a sale price. 
Price only 99c list. 


Packed: 12 shears to display carton, 
already set up for the dealer (as illus- 
trated). Counter space required only 
7" — _. 


Seymour Smitu 


Suace 7850 





SEYMOUR SMITH & SON, INC. - 2701 Main St., Oakville, Conn. 
Sales Reps: John H. Graham & Co., Inc., 105 Duane St., New York 8, N. Y. 
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Who’s the giant? Mr. Suburbia! He represents the tremendous homeowning 
group that has been eagerly awaiting a small-lawn oscillating sprinkler 
at only 6.95! Last season’s record-breaking Swingin’ Spray sales will be 
dwarfed in 1957 by the 6.95 model. + Capea bed the - a 
bigger-than-ever ad campaign that Melnor’s putting on | 
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Fabulous New Spray Control , 
AQUA-DIAL ‘ 


Fingertip dial gives any } 
desired spray area. Now on these 


Yj 












- 3 Swingin’ Spray models! - 
. 4 
ey ; 4 No. 1000 . 
| - Covers areas up to 
f - 2400 sq. ft. Retail 
| ' ' 13.95 
— | 
| , No. 700 - 
' ; areas 
No. 550 up to 2000 — 
Covers areas up to _ $q. ft. pry 
eeee, Sq. 1 oye | | v : 
oe yy 
((@ —~ ys 
WANT 4 =~ 
eG es 
S ~” 
new! | 
No. 525 
with link adjustment 


Covers areas up to 
1500 sq. ft. Retail §.95 





Melnor’s Complete Line of Garden Accessories! 


¥ 


a 


MELNOR inoustrics. Inc. ——— 
300 DE WITT AVE., BROOKLYN 36, N. Y. 


wingin spray! 











W.. 


millions of Lausons 


and... 


millions for Lauson!... 


plus electric starters and 
10 exclusive new features! 


That’s what new ownership has done for 
Lauson since January 1...and 


as a dealer in power equipment... 


here’s what that means to you... 


® With more than a MILLION Engines already sold for 1957 
and with production already quadrupled for 1956... 





YOU are going to see more Lauson Engines than ever before 


and PROBABLY RIGHT IN YOUR OWN ESTABLISHMENT! 


With MILLIONS of dollars being poured into an ultra-modern 
new plant and machinery, engineering and talented personnel... 


YOU can give YOUR power-equipment customers better- 
performing, better-made engines than ever before! 


With such new impact sales-features as Electric Starters .. . 


YOU will find YOUR Lauson-powered equipment easier to sell! 


With 10 exclusive Lauson quality features... 


YOU will have sales-clinching ammunition and better-satisfied 
customers because LAUSON ENGINES ARE IN A CLASS BY 
THEMSELVES! 


Lauson’s 10 Exclusive <a 
Quality Features include... 
®@ Precision-Machined Cast-Iron 


Cylinder Sleeve | 
@ Cast-Iron Valve Guides «So, to sell more Power equipment ini1957...¥OU 


Remember that almost all top-brand manufacturers 
now install Lausons on much of their power-equipment. 


Grou Cam er will do well b SPE ING LAUSON EN- 
Payal he = _, GINES ON ALL THE POWER EQUIPMENT 


a. Tested under load for 20 Minutes! [8 you Buy! 


AUSON ENGINE DIVISION 


TECUMSEH PRODUCTS COMPANY, NEW HOLSTEIN, WIS. 
Quality Leader of Small 4-Cycle Engines Since 1896 


SEE US AT BOOTHS 136-137-138 . National Garden Supply Dealers Show, New York City, January 13-15, Kingsbridge Armory 


4 
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MINNEAPOLIS SUNDAY TRIBUNE PHOTO 


exausive | />~* 
METAL OCU/llCf 
FITTINGS 


CALFeeder nipple assembly is made of indestruct- 
ible rust-proof. metal fittings and a pure rubber 
nipple. Sanitary, easy to take apart and clean. 


) CALF GETS ALL THE MILK 
T show less than a . 
Me iome b aan of —_ coche tage 
‘oa 


CALFeeder Nipple Pail. 





TWO SIZES AVAILABLE 


Only CALFeeder gives 
your customers a choice of 
sizes and prices to suit their 
requirements. Another rea- 
son why CALFeeder is 
popular with dealers! 





8 QUART 12 QUART 


GENERAL METALWARE COMPANY Address 


MINNEAPOLIS 13 MINNESOTA 
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CALEFEEPER 
NEPPLE PAIL 





Best 
Pail 
Made for 
Feeding 


WHY CALFEEDER HAS THE REPUTATION 
“BEST PAIL MADE FOR BABY CALVES” 


@ More calves survive the hazardous first 8 weeks of life. 
@ CALFeeder eliminates tiresome weaning of nursing 
calves and prevents udder damage. ® CALFeeder fed 
calves show increased vitality. @ CALFeeder tends to 
reduce scours caused by gulping from pail. 





cieaiedenmientiantantiaamaentatateantentaatantentan 


| General Metalware Company, Dept. HA 
1401 Central Ave., N.E., Minneapolis 13, Minn. 


Please send 
[) More information. 
C) Name of nearest wholesaler. 





Name 





Company Name 








City State 





| 
| 
| 
| 
| 
J 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 






























































BH&G readers have more, buy more. For 
instance, only 23.6% of all people in the VU. S. 
live in households where there’s an automatic 
washer. But among very frequent readers of 
“the book’’, 46.4% live in households that 
own an automatic washer! An average issue 1 


during the year... 


of Better Homes and Gardens is read by e 
15,500,000 people. One third of the 123,800,000 f Am Ca 
people in the U. S. 10 years of age or older O er ] 

read one or more of every twelve issues. That’s 


44,150,000 readers of BH&G—and over 40% 
of them are men. Meredith Publishing Com- reads Better Homes & Gardens ! 


pany, Des Moines 3, lowa. 
* A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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HOTTEST 


selling idea up to NOW! 


the sure-fire 
SPORTSMASTER® 
SELF-MERCHAWNDISER 


oe ee a ——— 
/ OVTVOOR LIVING DEPARTMENT of 
in j oo - ” 


Colorful ‘“‘Theme Center” 


for a multi-profitable 
OUTDOOR LIVING DEPARTMENT 


in YOUR store! 
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yours at 


NO COST 


. . will be shipped by 
your jobber right along 
with your initial 
PROFIT-STARTER 
Stock (just 12 Jugs, 

6 Chests and 6 

- Barbecue items) 
in SPORTSMASTER 
and COLUMBIAN 
merchandise. 


Write for the name of your 
SPORTSMASTER JOBBER NOW! 





HERE ARE THE SPORTSMASTER AND COLUMBIAN OUTDOOR ITEMS 


that come in your 1957 





‘““‘PROFIT-STARTER’’ STOCK 


with your FREE Sportsmaster Display! 














Calon ~Speeding tontuner galore Wn 
SPORTSMASTER PICNIC JUGS! 


Six models and sizes to choose from — each a volume-building 
value that means business . . . lots of its . . . for you! 


FIRST ANYWHERE! New “Hi-Lo” Model with fold-away 

“Magic-Rise” Legs . . . a SPORTSMASTER first that makes 
serving drinks easier . . . features a new protected 
“hideaway” faucet that can’t be turned on accidentally 
..- A STAND-OUT BECAUSE IT STANDS UP! 


COLUMBIAN ALUMINUM JUGS 


with Porcelain Enamel Liners 

No. 7MR 

1-GALLON SPORTSMASTER FAU- | | 5-INCH 

CET JUG — WITH FOLD-AWAY |) TUMBLER 

LEGS THAT SNAP INTO RECESSED FITS UNDER 

BOTTOM FOR CARRYING. THE FAUCET 

(Legs available on 7-MR only) 
Pat. App. for 


No. A? 
Two Gallon, Faucet One Gallon, Spout One Gallon, Faucet 


SPORTSMASTER TWO-TONE BROWN JUGS : 


No. 4M No. 9M 
One Gallon, Plain One Gallon, Spout One Gallon, Faucet 11/2 Gallon, Faucet Two Gallon, Faucet 


SPORTSMASTER 'CE CHESTS 
12M— 17 x 9 x 11% inches 
24M — 224% x 13% x 12% inches 
31M—22%x134% x 15% inches 


No. 24M or 31M No. 12M 


ICE CHEST WITH DRAIN ICE CHEST 
COLUMBIAN 2400 and 3120 cu. in. 1200 cu. in. 


ae ALL-ALUMINUM ICE CHESTS 
| j A24— 22% x 13% x 12% inches 
: A31— 22% x 13% x 15% inches No. A24 or A31 
: . 
a ICE CHEST 
AV GRILL Yg Uf WITH DRAIN 
= | 2400 and 3120 cu. in. 


== olumbi 
0 U lan TERRE HAUTE, INDIANA, U.S.A. 








HARDWARE AGE HOUSEWARES 





January 3, 1957 Merchandising Guide 


How to start a 


NOH 


by cutting down walk-outs in your store 


You’ve got traffic now .. . make the most of it. 
Half of your store traffic looks but doesn’t buy. 
Sell the browsers. Use this Guide to cut down 

walk-outs through better housewares planning 


for a bigger profit year in 1957 


Trattic leaders Page 


Getting more sales _.. eee Mc ah aay 74 
Ne en in ve 6 a 77 
a i. s ackic wes ous tence 
Plastics and rubber .. 2 Saale ee | 83 
Traffic appliances .. NEP EEE A ET 
Laundry and bath ........... ee Se ane . 89g 
SS NG i ean cae ut Nec ccca bieice +o Ree 
cs es Or er i a a awa 
po ee 
Vacuum and paper ......... 


Repeat of a sellout ... 





HARDWARE AGE 
HOUSEWARES MERCHANDISING GUIDE 


How to get 


The half-billion dollar housewares market 


in hardware stores keeps growing .. . 


and so does your competition. This Guide 
helps you keep ahead of competitors while 


you share in booming housewares volume 


by James M. Dixon, associate editor 


What is the value of traffic? 

Not much, unless it can be persuaded to buy 
something. 

Surveys show that for every 100 shoppers who 
enter your store, 40 to 45 leave without spend- 
ing a nickle. 

The same surveys show that there are more 
walk-outs in smaller, poorly stocked stores than 
in large ones. 


traffic. It is a question of cutting walk-outs to a 
minimum. This Hardware Age Housewares Mer- 
chandising Guide shows you how to cut down on 
walk-outs and how to increase profits. 

There is an adage, “It isn’t so much what you 
have, it’s what you do with it.” 

For example, a dealer ran a full page sale ad- 
vertisement on housewares. He didn’t have 
enough stock to support a full page ad, and he 


Surveys also show that nearly 70 percent of 
walk-outs are due to not having the item custo- 
mers want. Another 21 percent of walk-outs 
blame lack of service for not making a purchase. 

Improving your housewares volume is not so 
much a question of increasing the volume of 


forgot to prepare his staff and displays. When 
the sale day arrived, customers flocked to the 
store. But few of them bought anything because 
there wasn’t enough stock of fast sellers and the 
salespeople didn’t know what they should be 
selling. 


This is the kind of traf- 
fic a well organized 
housewares depart- 
ment brings. Getting 
customers in your store 
is the most important 
job in retailing. In 
building traffic, house- 
wares has few equals. 
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Sounds too basic to need repeating, doesn’t it? 
Yet, everyday there are more instances of lost 
sales because the value added by traffic is im- 
mediately lost due to poor planning. 

Where do housewares fit into this picture? 

There are at least five good reasons why house- 
wares should be of primary concern to dealers 


who want their traffic to be something more than 
browsers: 


The reasons for extra effort 


@ 1. Housewares are growing daily as a bigger 
traffic and dollar producer in hardware stores. In 
just one decade housewares volume has increased 
by $229 million in hardware stores. Of the $3 
billion total volume done by hardware stores in 
1956, about % billion dollars, or nearly 17 per- 
cent of the total, was in housewares. 

@ 2. Women buy the great majority of house- 
wares. There are few dealers who would chal- 
lenge the importance of female trade in their 
day-to-day volume. More women visit hardware 
stores every year than the year before. The 
basic lure is the housewares department. 

@® 3. Housewares customers are repeat buyers. 
They will return often to a store if the selection 
is above average and up to date, if stocks are 
clean, and if there is fairness in service and 
pricing. 

@ 4. Housewares have become a fashion leader 
in home furnishings. Color and rich design have 
replaced basic necessity as the top sales factor. 
Customers now replace usable pots and pans and 


HARDWARE AGE, JANUARY 3, 1957 


more sales from your traffic 


clothes hampers with new ones the same way they 
change cars or wallpaper. 

@ 5. You get more profit per dollar out of house- 
wares than almost any other staple hardware line. 
The traditional housewares margin of profit is 





How do you build traffic? 





Your traffic ideas are worth $$ 


Ideas you have used can win you one of 
four $25 awards. HARDWARE AGE offers 
these awards for merchandising ideas that 
have paid off in heavy traffic. Explain your 
ideas fully so that other dealers may bene- 
fit from your success. Maybe you used a 
post card, a TV spot, or a trolley card ad. 
Or maybe you had a traffic-stopping win- 
dow. Tell your traffic problem, how you 
went about solving it, and the results you 
got. Photographs and/or advertising sam- 
ples are desirable. The editors will select 
four for publication in future issues. These 
four will win $25 in cash. Send one or more 
of your proven traffic-building ideas to 
Traffic Ideas Editor, HARDWARE AGE, Chest- 
nut & 56th Sts., Philadelphia. Deadline is 
Feb. 15, 1957. 














How to get more sales from your traffic 





40 percent. Compare this margin with the aver- 
age for all hardware stores in 1955: 29.4 per- 
cent. If you are interested in profit, housewares 
should receive top effort. 

Last year about $500 million worth of house- 
wares moved across hardware store counters. Six 
years ago the figure was $358.4 million. Ten 
years ago it was only $271.5 million. 


Billion dollar market seen 


Should this pattern continue hardware stores 
will sell more than $711 million worth of house- 
wares a year by 1966. 

A billion dollars a year is in sight. 

Will you get your share of this predicted bil- 
lion dollar market? Are you giving enough time 
and effort to housewares? 

If you aren’t sure how to go about it, use 
this Hardwares Merchandising Guide to show 
you the way to more profit. In this Guide all 
housewares are boiled down to nine major cate- 
gories. Perhaps you have 12 or 15. But in these 
nine you will find vital merchandising facts, fig- 
ures, and know-how to show you the importance 
of housewares to your overall profit picture. 

This information is useful for sales training, 
item promotion, and restyling your concepts of 
housewares management. 

Most of all, it shows you how to wring dollars 
from the traffic you have. 

To increase sales you need ideas. Here they are. 
And it is certain that you want to know what’s in 
it for you if you raise your sights in housewares 
sales. You will find all this and more in the next 
28 pages. 

As competition for housewares sales mounts, 
getting traffic and sales will become a tougher 
job. 

You are competing against chains, super mar- 
kets, drug and variety stores, stamp plans, door- 
to-door salesmen, and all other super merchan- 
diser competitors of the hardware dealer. 

It is up to you alone. 

This Guide is a means to an end that promises 
more traffic, sales, and profit for an aroused 
effort. 
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What's the future of housewares? 


In a recent survey, the National Housewares Manu- 
facturer's Assn. quizzed 155 leading producers of 
housewares about the next five years. Here are 
the results: 


“Are you an optimist or pessimist about the 
housewares business outlook for the next five 
years ?”’ 

The reply: Optimistic, 147..or 95 per cent 

Pessimistic, 8..or 5 per cent 


Reasons for overwhelming optimism: 
1. 50 manufacturers said they expected high 
acceleration of the economy to continue. 


. 88 credited the housewares industry’s 
fast-moving new product development 
and improvement for current and future 
increases. 


. 27 said that booming birth and marriage 
rates assure the future. 


. 20 were certain the new-home construc- 
tion rate will remain high. 


. 17 answered that radio, TV, newspaper, 
and magazine publicity and merchandis- 
ing steadily upgrades consumer thinking 
and desire for newer and better house- 
wares. 


. The remaining seven said that post elec- 
tion years’ stability would consolidate 
past gains and make new increases pos- 
sible. 


4 


neal 
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Few housewares sections rival 
cookware’s long-time importance 


as a traffic and profit leader 
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Pots and pans_ ... oldest traffic leader 


Cookware has to do with 
food. It should always be 
the cleanest display in your 
store. 


Ask a hardware dealer which line wrings the 
most dollars from his traffic. He will probably 
say: “Pots ’n pans.” 

Today between 84 and 89 percent of all hard- 
ware dealers are in the cookware business. Tota] 
yearly cookware volume is in the neighborhooa 
of $45-50 million in hardware stores. 

Without the right cookware selection, 10 per- 
cent or more of your housewares potential is 
gone. For cookware accounts for about 10 per- 
cent of hardware store total housewares volume. 

There is nothing new about this. Frontier 
hardware men in log cabin stores sold cast iron 
ware, tinware, pewter, copper, and enamelware. 
Later, aluminum cooking utensils became popu- 
lar. Glassware, ceramics, stainless steel, alumi- 
num alloys, and anodyzed aluminum are a big 
part of today’s cookware sales picture. 

In early America, cookware was the basic 
traffic builder. It was as vital to survival as ball 
and powder, axes, and fencing. Today, what we 
call pots and pans is still a traffic-building leader. 

The category has grown to be anything but 
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simple. Many types of metal, glass, and ceramic 
cookware are made. There are new concepts 
of heat conduction, color, and design influencing 
purchasing habits. And even cooking itself has 
changed with personal weight consciousness, 
frozen foods, and pre-cooked foods. 

To cut down on walk-outs, your sales staff 
must know the uses of different cookware. Also, 
how it is constructed and why. And how custom- 
ers can use each type most effectively and eco- 
nomically. 

Your salesmen must know what copper-clad 
and aluminum-clad mean. They must know which 
pan is better for gas or electric cooking. They 
must know how flameware and ovenware differ. 
They must know whether 18 gage or 22 gage 
metal is thicker. 

In short, they need a world of product knowl- 









Pots and pans 
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Do you know all the uses of the cookware 
you sell? Use these samples for better sell- 
ing through product knowledge. 


Gives fast, even heat equal distribution to all parts 
of sole plate. Especially recommended for electric 
and bottled gas ranges. 


Aluminum sole plate gives fairly fast heat without 
danger of hot spots. Use on electric, bottled, or 
city gas ranges. 


Especially recommended for electric and bottled 
gas ranges for quick heat, the inner heat core gives 
even distribution not only to sole plate, but up 
sides to lid. Eliminates boiling dry on side of pans. 


For slow cooking and simmering in the good, old 
fashioned way cast iron or iron plus porcelain is 
hard to beat. Durable finish and easy to clean 


Lightweight aluminum gives tast heat for all types 
of ranges. Especially good for electric or bottled 
gas heat. Inexpensive, it gives good service. 


This weight is typical of most good grades of stand- 
ard brand cookware. It is very durable. It gives 
medium fast, even heat on all ranges. 


Waterless cookware is designed for slow, even heat 
that lets meats and vegetables stew in their own 
juices. Good for invalids and those on diets. Prac- 
tically indestructible, yet usually moderately 
priced. Superior when combined with magnesium 
alloys. 
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edge to satisfy a customer’s desires for informa- 
tion and advice. 

Product knowledge is your one big advantage 
over discounters, chains, and supers. 

Ask your star salesgirl: ““Which kind of skillet 
is best for use on an electric range, or how many 
minutes it takes to cook vegetables in a pressure 
cooker, or what size roaster is needed for a 22 
pound turkey?” 

If a blank stare instead of an informed reply 
is your answer, you need to do one of three 
things: 

First, sell cookware at cost to your salesmen 
to take home and use, so that they will really 
know what they are selling. 

Second, call in wholesaler or manufacturer sales- 
men to conduct training clinics on the uses of 
their lines. Ask for training movies and roving 
demonstrators. 

Or, have your staff spend every possible mo- 
ment reading labels, fact-tags, and guarantees 
for self-help. 

With tremendous assortments, sizes, and 
shapes available in varying demand, few dealers 
can afford to have such a wide selection as to be 
able to say: “I have no walk-outs.” How do you 
keep walk-outs low, without carrying more lines 
than your competitors? 

You watch sales, read newspaper and magazine 
advertising, tally want slips, listen to customers, 
listen to salesmen, and keep a watchful eye on 
dust-gathering stocks. You know how many dol- 
lars you can invest in cookware. By watching 
and listening, you will keep in tune with cus- 
tomer demand. 


Change with your demand 


When you have settled on staple lines your job 
is not done. It is never done. Tastes vary from 
day to day. The new replaces the old. The dealer 
who is flexible to change will get the most from 
his traffic potential. His customers know that 
his stock is up to date because that is his repu- 
tation. And it is a reputation not easily earned. 

Ever watch women shoppers? They seldom 
leave your store without browsing in the cook- 
ware section. A majority would tell you that 
their main reason for coming to your store is to 
look at pots, pans, and accessories. 

Making buyers out of browsers is just as im- 
portant as getting them in your store in the first 
place. Selling the browser cookware should be a 
prime goal. 

The first piece has taken on new importance. 
Most cookware lines are now promoted in 
matched sets. When you sell the first small sauce- 
pan or skillet, you pave the way for future 
add-on sales. 

Besides cookware, racks or hang-up hooks are 
needed. Special cleaners are made for different 
lines. And new accessories to each line are being 
introduced. 





Know how to sell the first $3.95 item in a line 
and the next year may bring you up to $100 in 
add-on sales from that customer. 

3ecause many cookware lines are promoted in 
sets with $30 to $70 or higher price tickets, 
credit sales have taken on new importance. It 
is as easy to sell a whole set on time payment as 
it is to sell the first item for cash, if you train 
your staff to think in terms of credit and tie-in 
sales. 

Credit sales are helped by window and interior 
displays. Signs on these displays should read 
“$1 down and $1 a week” instead of “$39.95— 
easy terms.” Big prices scare off prospects be- 
fore a full credit story can be told. The door-to- 
door salesman’s golden approach of “a little 
down and a little each week” puts any person 
within reach of what he wants. 


Layaway can be your credit 

If credit is not for you, sell layaway to thin- 
budgeted customers. Painless credit layaway 
gives every shopper the chance to set his 
own credit limits. You have no risks or dollars 
tied-up with layaway. 

Specialized selling is urgent in cookware. With 
dozens of important cookware lines in demand, 
and each with its own heat and use requirements, 
it takes a lot of sales know-how. 

Think back. How many pieces of glass oven- 
ware have you taken back and thrown away be- 
cause your salespersons did not know enough to 
warn customers that the item wasn’t for use on 
a open flame? 

How many of your staff can set up and operate 
a pressure cooker or chafing dish? 

This requires a fairly high degree of special- 
ized training. Yet it is needed every day. Cus- 
tomers come back steadily for parts to pressure 
cookers you sell them. It is hard to tell whether 
gasket, safety plug, or weight is faulty, if any- 
thing is, unless your staff can test the cooker 
properly under heat. 

Cooking and selling cookware has become a 
science when compared to the simplicity of 
grandma’s red-hot iron stove and its few big 
pots. With gas, electric, bottled gas, and kero- 
sine ranges, and infra-red and open-hearth cook- 
ing all in common use, knowing the right pan 
for the right job can be the one big advantage 
you'll have over competitors. 

For example, when a customer asks to see 
saucepans, your salesman’s reply should be: 
“What kind of stove have you?” or “Do you like 
fast heat?” 

This will tell the shopper that your salesman 
is interested in more than just selling another 
pan. And you will have made a better first im- 
pression, which pays big dividends. 

Since cookware has to do with food, it should 
be the cleanest display in your store. 

Samples should be arranged like soldiers in 
graduated sizes with uniform price-markings. 
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Cutlery and gadgets 


... big traffic smallwares 


Smallwares lines boost traffic because they 


appeal to men and women alike. They are high-profit. 


fast-turnover, impulse-sales staples 


There aren’t many housewares sections more 
specialized or traffic-enticing than cutlery, flat- 
ware, gadgets, and kindred lines. 

Many dealers call this department smallwares. 
But this name applies only to the physical size 
of merchandise. Smallwares are moving across 
dealers’ counters in excess of $20 million yearly. 

Dealers getting their share of this traffic have 
learned there are two outstanding reasons why: 

First, well-rounded assortments. 

A handful of gadgets, a sprinkling of flatware, 
and one grade of cheap cutlery may spell econ- 
omy in your budget, but it is false economy that 
costs you dearly in sales. 

If this kind of selection were ample, custom- 
ers would do their housewares shopping in super 
markets or 5 & 10¢ stores. 

You wouldn’t dream of carrying only two sizes 
of saucepans or pliers. Yet when it comes to 
stocking cutlery, many dealers hope that a few 
basic knives will do the job of a dozen types. A 
single wall-type can opener may seem to suit 
your needs, but a customer wants comparison. 
She is entitled to it. 

Staple housewares lines like these deserve as 
much care in planning and buying as fasteners 
and locksets. They, too, bring you traffic. They, 
too, give you fast turnover. And they usually 
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show a high margin of profit, 40-50 percent. 

The second reason for big sales in smallwares 
is informed selling. 

How does a roast slicer differ from a ham 
slicer? How do I change blades in this can 
opener? Do you have a thingamajig to cap 
strawberries? These are questions asked your 
salesmen every day. Can they answer them and 
get the sales? Or will your customers go else- 
where? 

Customers don’t buy housewares, cutlery, or 
gadgets. They buy a better way to do their 
chores or improve their homes. They want to 
know what their purchase means to them in 
terms of usage. Each customer wants to know 
“what’s in it for me” if she decides to buy. 

Nearly 83 percent of all hardware dealers sell 
cutlery. 

Almost 87 percent sell kitchen tools. 

Nearly 70 percent offer flatware. And nearly 
every dealer has a few can openers, thermom- 
eters, and gadgets around his store. 

Dealers who show all of these lines in up-to- 
date assortment and depth of stock are in the 
minority. 

These lines don’t get much play in discount 
houses. Lines are too broad and, individually, 
carry a smaller price range than discounters 
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Know your shapes. Here’s how 
Use this HARDWARE AGE Cutlery Iden- 
tification Chart to increase sales. Post 
it on your employee’s bulletin board so 
sales people can study it. Use it for 
sales training in your staff meetings. 








Roast slicer—comes in 7, 8, 9 in. blades. 





Butcher knife—usually has a 7 in. blade, 
for heavy work. 














Frozen food knife—newest knife, finding 
wide acceptance. 





P Boning knife—usually has 5 in. blade, picks 
bones clean. 


4 Serrated steak knife—serrations cut quick, 
needs no sharpening. 








4 Utility knife—all around knife, it's a best 
seller. 








4 Serrated bread knife—usually has 9 in. 
blade, needs no sharpening. 

















a Ham slicer—9 to 10 in. blade, good for 


thin slices of ham, lean meats. 








Steak slicer—usually has 8 in. blade, makes 
quick work of steak. 








French cook's knife—heavy-duty blade, 
doubles for mincing, vegetable chop- 


ping. 














Fruit and vegetable knife—4 to 5 in. blade, 
has a hundred uses. 





—=——_ sx 4 Grapefruit knife—3 to 3!/, in. with ser- 
rated blade, for splashless fruit cutting. 


= KEE 4 Paring knife—3 to 4 in. blade for quick, 


thin peeling of vegetables and fruits. 
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(Continued ) 


like. But when the sales are lumped together 
and tallied, the results can be staggering. 

Little discount competition is one good reason 
for more sales effort. 


Another big factor is the traffic lure of small- 
wares. Men and women alike get a thrill out of 
testing and handling cutlery, gadgets, and flat- 
ware samples. 

Men examine quality and construction. Women 
picture a job made easier at home. Both like 
the idea of a finer looking dinner table, or more 
functional kitchen. 

Still another reason for complete assortments 
is credit. 

When you think of cutlery do you see a 99¢ 
paring knife? When you picture gadgets, do 
you think of nickel and dime sales? Stop a min- 
ute to get the whole picture and its credit possi- 
bilities. 

Few customers ever stop with a single gadget. 
Few are content with only part of a set of flat- 
ware, kitchen tools, or cutlery. Tie-in sales pos- 
sibilities are tremendous, not only within lines, 
but in related lines. 


oo — 


Teaspoons 


Dessert Spoons 


Cream Soup Spoons 


Tablespoons 


o— 


iced Drink Spoons 


o — 


Coffee Spoons 


=SS>>— 


Luncheon Forks 


}— 


Dinner Forks 


Know your flatware shapes. Know a salad fork from 
a dinner fork. Impress your customers with product 


knowledge. 


Tested ideas that sell more small housewares 


Here’s a Housewares Merchandising Guide 
extra that will boost your sales. Use these 
tested ideas, along with the HA Cutlery 
Identification Chart, to train your staff to 
use product knowledge in selling. 


Cutlery 


Learn comparative values of carbon steel, 
stainless steel, vanadium steel, chrome steel, 
serration, and hollow grinding by reading fact 
tags and guarantees. Emphasize manufactur- 
ers’ guarantees as part of sales talk. Tie-in 
hand or electric sharpener with every sale. 
Stress importance of separate storing area to 
prevent chipping, marring of sharp edges. Push 
savings of sets over open stock. 


Flatware 


, 


instead of “stainless 
steel” in ads and signs. Customers prefer not 
to hear the word steel in connection with eat- 
ing. In low-priced lines feature sets. In high- 


Always say “stainless’ 
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priced lines sell open stock. Tie-in storage 
chests. Talk up guarantees against rusting, 
pitting, and tarnishing. 


Kitchen tools 


Each kitchen tool has a special job. Do you 
know them all? If not, read fact tags. Sell a 
rack with each purchase. Learn the values of 
rosewood, pakka, hard rubber, and formica 
handles. Stress long-lived, tarnish-free stain- 
less steel metal parts. Never stop with one tool. 
Every customer needs several. Packaged sets 
save customers up to 20 percent. 


Gadgets 


To know them is to sell them. When you know 
uses, you’ll know how to tie them together for 
bigger unit sales. Watch seasonal demand for 
gadgets needed in preparing, cooking, and 
serving holiday dishes. Sell low priced items in 
multiples of two and three at slightly reduced 
prices. 
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Salad Forks 


Cocktail! Forks 


H/H Luncheon Knife 


H/H Dinner Knife 


Dinner Knife 


1-Pc. Forged 


Viande Knife 


Butter Spreader 


Butter Knife 
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Plastics and rubber goods 


... fastest growing traffic maker 


This post-war baby is near the $20 million mark a year in hardware 


store sales. The future appears to be boundless 


One of the greatest traffic building housewares 
lines to emerge since World War II is plastic 
and rubber products. 

Here is one phase of housewares which grows 
so fast no one can predict the future. 

In less than 10 years, this high profit, 40-+- 
percent, section now does about $20 million a 
year in hardware stores. This figure is expected 
to double in another five years. 

In general, many early plastics were not ac- 
cepted by consumers. This disfavor has been 
more than wiped out by years of steadily im- 
proving plastics. No longer do. plastic house- 
wares fear sunlight, hard impact, or heat and 
cold. Plastics have become a vital part of the 
lives of all of us. 

Acceptance of plastics in nearly all forms is 
unquestioned. From plastic auto car bodies, to 
dentures, to roofing, this miracle of production 
and chemistry is often cheaper and superior to 
its natural-product brothers. 

What’s this got to do with your traffic? 

Plenty. 

Right now, and for a unlimited future, you are 
going to see more types of plastics put to more 
uses than ever before. A new refrigerator made 
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of plastic is on the market. Furniture is now 
being made of 100 percent plastic. And new, 
improved housewares items are coming out of 
molding machines by the millions. 

Have you got one of the new dinnerware lines 





If you are pressed for display room for plastic 
dinnerware, do as this dealer did. Perforated 
panels and hooks were mounted above canopies to 
hold samples of two lines in less than 9 sq ft. 








Plastics and rubber goods 


Know plastic values 
...make more sales 
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Properties: 


One of lightest, most widely used plastics. Clear, translucent, or opaque, 
natural or colors. A hedhedinen high-impact plastic, it is tasteless, 
odorless, and non-toxic. Takes heat safely up to 180° F., and higher, 
depending upon method of manufacture. 


Uses: 


Furniture, wall tiles, toys, pitchers, canisters, bread boxes, waste baskets, 


containers, packaging, displays, and hundreds of high-impact traffic 
housewares. 

















Properties: 


Superior resistance to extreme heat, alkalies, oils, greases, and weak 
acids. Very hard, difficult to break or chip, and durable. Retains color 
under all household conditions. Holds high gloss. 


Uses: 


Principal use in housewares is break-resistant dinnerware. Many other 
uses in housewares manufacture are in designing stage. Many firms guar- 
antee melamine dinnerware for life in normal use. 























Properties: 


Tough, pliable, and impact-resistant, its range of practical application 
is from — 158° F. to +- 194° F. It is non-toxic and odorless. 


Uses: 


Toys, containers, pitchers, waste baskets, buckets, canisters, sponges, bags, 
freezer wraps, sheet film, packaging, and display. Used in hundreds of 
flexible housewares items. 
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with a design that makes it hard to tell it from 
earthenware? 

Have you got clothes baskets, baby baths, and 
step-on cans made of plastics? 

Your competitors have, and they like the vol- 
ume they are getting. Or have you held back, 
because you remember the days that a hot radia- 
tor would melt a canister set? Or sunlight would 
fade plastics in your display windows? Or you 
couldn’t get a rebate on damaged customer re- 
turns? 

Those days are over. If you have any doubts, 
ask your wholesaler what he thinks. He will tell 
you that if all of his lines turned over as quickly 
and profitably as plastic housewares, he wouldn’t 
have a worry in the world. 

Rubber latex, combined with soft plastic for 
greater strength and usefulness, is finding its 
way into more and more housewares items. 

Color is one of the main reasons for this 
industry growth. Rubber and plastic makers 
have been quick to tune in on popular demand 
for color in housewares. 

Many dealers claim rubber goods as their 
number one traffic maker. There is hardly an 
American kitchen or bathroom without rubber 
accessories. 

Have you had your share of this volume? Have 
you kept popular colors in stock? Have you had 
pink sales while pink was color king? Are you 
prepared for predicted trend to yellow as the 
home fashion color for 1957? 


Here are some selling tips to get more sales 
from your traffic: 


Plastic dinnerware 


1. Sell durability. Show guarantees against 
breakage, chipping, and discoloration. Many man- 
ufacturers are offering one and five year, even 
lifetime, guarantees. Urge customers to bang 
plates or cups together. Let them drop samples 
on counter or floor for live proof that melmac 
dinnerware will not break or chip. Don’t worry, 
manufacturers’ guarantees have teeth in them. 


2. Sell credit. Put your sales effort behind 
medium to high-priced lines. A 16-piece service 
for four may retail from $12 to $17. Without 
layaway or credit as a selling tool you may have 
trouble making big-ticket sales. If you don’t sell 
on credit or layaway, open up sets or buy stock 
and sell individual pieces on the build-a-set plan. 


3. Sell quality. Don’t buy second rate lines 
because the low prices are attractive. When you 
sell an item that won’t hold up in daily use 
your chances of repeat or add-on business are 
mighty slim. It is better to have fewer sales in 
a better grade line now than to move a lot of 
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merchandise that holds no promise of future 
business. 


Plastic housewares 


1. Sell strength. New plastics take heat, cold, 
dropping, kicking, and acids. They are almost 
indestructible. Don’t be afraid to guarantee what 
you sell against these hazards. Your suppliers 
will back you up. 


2. Sell design and color. Watch consumer ad- 
vertising of new plastics. Give new items and 
colors a sales test. As new items come on the 
scene, give each a fair trial in small quantity. 
There are few flops in plastics, and the few are 
worth the risk of having what customers want. 

If you practice the false economy of narrow 
selection your volume and profit will suffer. Va- 
riety in design and color is one of the big reasons 
for the success of plastics. 


Rubber goods 


1. Sell by showing. Stacks of rubber mats or 
dish drainers are not very impressive. But if 
you set dish drainers apart, and fill them with 
plastic dishes, you will increase sales by showing 
the items in use. A rubber mat for sink or stove 
sells best in those surroundings. A floor mat 
should be on the floor for customers to test. In- 
use samples send your sales zooming. And you 
can always sell your samples at cost when they 
have outlived their usefulness. 


2. Sell convenience. No one has to have a dish 
drainer or stove mat. But stoves, sinks, and 
dishes look better, last longer, take less care, and 
are free from clatter with these kitchen aids. 


3. Sell tie-ins. In rubber products, one sale 
leads ao another. A dish drainer needs a 
drain tray. One floor mat can sell three. A pair 
of sink mats is incomplete without a sink divider 
mat. Shelf cushioning leads to plate and cup 
holders. Nearly every one needs more waste 
baskets around home. A 39¢ plate scraper is 
pretty useless without a sink strainer. The list 
of tie-ins is long. 


The average hardware store does from 4 to 6 
percent of total housewares volume in rubber 
and plastic items. Not many years ago it was 
practically zero. A few years hence it may be 10 


to 15 percent. Get your share, get on the plastics 
bandwagon. 
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Small appliances 


..- controversial traffie maker 


In the face of growing discount activity 


and slimmer profit margins, traffic appliances 


account for 20 percent of housewares volume 


Let’s face it. Profits in traffic appliances are 
not getting any longer. 

Let’s face it again. Discount house activity 
and other competition is still growing. 


Some appliance makers re- 
port up to 75 percent of all 
sales as gifts. A 30¢ free gift 
wrap is often the clincher 
for a $20 to $50 sale. 
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Where does this leave you? Let’s look at some 
facts: 

1. About 20 per cent of your housewares vol- 
ume, right now, comes from appliances. Of the 
estimated $500 million done by hardware stores 
in housewares for 1956, about $100 million was 
in traffic appliances. 

2. In 1954, only about 16 per cent of hard- 
ware stores’ housewares volume was done in 
traffic appliances. In spite of gripes about com- 
petition and margins, traffic appliances carry 
more than their weight in dollar volume. 

3. But what about profit, volume isn’t every- 
thing. Small appliance profits run from 33 to 
37 percent. And it is true that the margin of 
profit average was higher three, five, or ten 
years ago. 

The higher profit margins of a few years ago 
have been balanced, and then some, by more 
volume and faster turnover. Remember, a few 
vears ago there were no electric skillets. The 
steam iron was just coming into its own. Hand 
mixers were an experiment. And, like the old 
Model T Ford car, you could choose any color 
you wanted, as long as it was black or white. 

Today color and the big three items men- 
tioned above have stirred up enough sales activ- 





ity to make small appliances profitable to all. 
More smartly designed items are coming. 

Frankly, wouldn’t you be very happy if your 
store’s gross profit rate was 331, per cent in- 
stead of the slightly more than 29 percent it 
actually averaged in 1955? 

Don’t make the mistake of making small ap- 
pliances the scapegoat in this era of tight 
margins and rising costs. Figures prove that 
they give you a thumping 4 percent higher mar- 
gin of profit average than all the other lines in 
your store combined. If you realize their true 
worth as traffic builders, gross dollars and net 
profit makers, you will put more effort than 
ever behind them. 

Keep an eye on the future. If you liked the 
way electric skillets have been selling, you will 
want to stock the new electric saucepans now 
coming off production lines. Many predict this 
item will outsell the skillet. It replaces no other 
appliance, so it means plus sales. There are 
dozens of other traffic appliances on the draw- 
ing boards and in production to help your sales 
picture for 1957. 

In looking to the future, watch color. Color in 


appliances has been a key sales maker. The 
next big color, following on the heels of suc- 
cessful pink and turquoise, is yellow. 

Reports are that the National Housewares 
Show a few weeks hen will have Chicago’s 
Navy Pier looking like a lemon. If you liked the 
pink and turquoise effect on sales, gird yourself 
for the light, bright yellow trend that is certain 
for 1957. 

One of the biggest reasons for the success of 
appliances in hardware stores has been the 
upsurge in credit. Appliances are seldom sold 
for cash. With 40 percent or more of hardware 
dealers now in the credit business, and with a 
steady increase of credit-dealers, appliances 
loom as an even bigger traffic and volume 
maker for the future. 

Many dealers without a credit plan have 
turned to layaway to prevent loss of appliance 
sales to discount houses. Nearly every dealer 
has learned the lesson. If he holds out for cash 
in the $20-and-over bracket, his nearest dis- 
count competitor will prosper. 

It is important to remember that if you don’t 
offer some special service such as credit, lay- 


Here are some tested display ideas that will increase small appliance sales. Watch dealer trade shows, 


consumer advertising of manufacturers and department stores, and your competitors for other traffic 
making display hints. 


Action displays. Fill the batter bowl of a 
mixer with a batch of water and flour dyed a 
bright color, such as coral or yellow. Let the 
mixer blend this batter on lowest speed during 
busy hours. Let every customer adjust the 
mixer speed and watch the batter swirl. Be 


careful to keep plugged-in samples out of chil- 
dren’s range. 


Life-like displays. Buy tinted plaster-of-paris 
egg, bacon, weiner, and steak reproductions 
from a commercial display house. Put samples 
on griddles and in electric skillets or saucepans 
to create a realistic effect. 


Plug in samples. Make coffee on busy days. 
Nothing sells percolators like good hot coffee. 
Hot toast and jam sell toasters. Get a food store 
to supply the fixings in exchange for a sign 
that says, “Good coffee (best bread) supplied 
with compliments of Market.” 


Have an antique contest. Set up four divi- 
sions: irons, toasters, mixers, and coffee mak- 
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ers. Offer to award the latest model of each 
appliance to the person who submits the oldest 
working model of its counterpart. Use samples 
and customers’ names for a window display. It 
is a sure-fire traffic-stopper. The local press 
will want a picture of this event. 


Have an old clock round-up. An Ohio dealer 
ran an ad that read: “Wanted .. . time steal- 
ers.” That ad offered a $1 allowance on any old 
hand wound or electric clock in trade on any 
new model costing $4.95 or more. The dealer 
split the $1 cost with his wholesaler, who, in 
turn, sold him more clocks than in any previous 
six-month period. 


Get live displays. Roving demonstrators, ac- 
tion displays, jeweled samples, self-contained 
film projection equipment, and cutaway sam- 
ples of appliances often.are available to alert 
dealers for special promotions. Write to your 
suppliers well in advance of sales. Tell them 
your plans and request one or more of these 
traffic makers. 





Small appliances 
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away, or time payment, a customer reasons that 
she may as well lay out her cash in a discount 
house and get a cut price. 

Every customer who enters your store has 
been pre-sold on appliances. She has been satu- 
rated with advertising on radio, television, 
buses, Magazines, and newspapers. She often 
is as familiar with the item she wants as many 
of your salespeople. 

Such effective pre-selling is your best selling 
tool. 

As you advertise and display your appliance 
lines, do you make the most of credit selling? 

Does every customer who shops your store 
realize that by credit, time-pay, or layaway she 
can have any appliance she needs without 
straining her budget? 

It may surprise you, but a great number of 
your daily shoppers have never thought of 
applying to you for a charge. And the majority 
of these shoppers are not even aware that you 
offer charge accounts. 

Make this test someday soon in your store. 
Ask the first 10 unfamiliar customers you see, 
“Do you have a charge or budget account 
here?” and “Did you know that we have a 
credit (time-payment) plan here?” 

The odds are that you will get more “no” 


g 3 


Less than 12 running feet of display area can show 
your complete line of traffic appliances. Perforated 
paneling eliminates wasted space. Glass shelves let 
light pass through to keep samples sparkling. 


answers than you would dream possible. 

Every housewife has a backlog of appliances 
she would like to own, and will own someday. 
You can make that someday today if your ads 
and displays tell a persuasive credit story. 





Are you stocking all the sales winners? 


Here are some of the best sellers in the $100 million hardware ap- 
pliance market. Check the list against your inventory to make sure 
you stock the lines most likely to make your department profitable. 


lrons—steam, dry, combination, 
travel 


Toasters—flip, automatic 
Mixers—portable, bench 
Skillets, saucepans 

Deep fryers 

Sunlamps 

Pressure cookers 

Clocks 

Heaters—fans, combinations 


Vibrators—hand, foot 


Corn poppers 
Bean pots 

Coffee makers 
Trivets, hot plates 
Blenders, liquefiers 
Knife sharpeners 


Sandwich grills—wafflers, combi- 
nations 


Slicers—grinders, choppers 
Radiators 


Door chimes 
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Bath, closet, laundry supplies 
... bring traffic from the building boom 


Every new home or remodeling job in your area 
opens up possibilities of many sales and new traflic 


in these truly staple, fast-turnover lines 


Traffic and sales in bath, closet, and laundry 
supplies have more than doubled in the last 10 
years. 

Here are the reasons for the big increase: 

1 Almost 12 million new houses built in the 
last 10 years. That’s more than 300 for every 
hardware store in America. 

2 Nearly 15 million FHA-approved home im- 
provement loans for older homes in the same 
period. 

New homes have from 1% to 3 bathrooms. New 
homes have larger laundry areas than old homes. 
There are from 5 to 10 closets in each new home. 
And more than half of the home improvement 
projects on older houses included bathroom, 
closet, and laundry modernization. 

In brief, about 25 million bathrooms, 15 mil- 
lion laundry rooms, and 70 million closets have 
been built, added, or modernized in just one 
decade. 

What has this meant to hardware dealers? 
They have shared in sales of many millions of 
clothes hampers, laundry baskets, and closet 
items. 

What will it mean in the future? 

Lending agencies and contractors look forward 
to more remodeling in 1957. 
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More than 1.1 million new homes will be built 
in 1957. Between new houses and improved older 
homes, there will be about 2 million bathrooms, 





Your traffic ideas are wanted 


Win dollars for your traffic-building 
ideas. Promotions you have run to build 
traffic can win you one of HARDWARE AGE’S 
$25 Idea Awards and publication in a future 
issue. Get all the facts on page 75. 











6 million closets, and 1 million laundry rooms in 
need of new accessories this year. 

Check these lists to see if you have all the 
basic needs for tie-in sales to new or remodeled 
home-owner customers: 

Millions of bathrooms will need: 

Shower curtains, window drapes 

Toilet seats 

Hampers, matching accessories 

Waste baskets 

Tissue, tissue holders 

Towel rods, rings 

Bath scales 





Bath, closet, laundry supplies 
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Cup, brush holders 

Tub, floor, tank-top mats 
Medicine chests, custom hardware 
Glass shelves, mirrors 


A million laundries will need: 
Indoor or outdoor dryers 
Clothesline, reels, clothespins 
Wicker, plastic clothesbaskets 
Ironing board pad, cover sets 
Irons rests, cord minders 
Dampeners, dampening bags 
Detergents, dispensers 
Clothes carts 

Tub drainers, buckets 
Extension cords 


Millions of closets will need: 
Assorted garment bags 
Shoe, hat, tie hardware 
Adjustable bars 

Moth hangers, sprayers 
Clothes hangers 


Blanket chests 
Cedar paint 


Getting more sales from your traffic depends 
on two main selling points. 

First, aim your advertising, displays, and 
sales talks at new home owners or owners who 
have done over bath or laundry areas. 

Second, train your selling staff to think in 
terms of step-up and tie-in saies. A customer who 
only wants clothespins or a tissue dispenser can 
be up-graded to items worth many times the 
purchase she had in mind. 

How? 

Train your staff to ask, during each bath, 
closet, or laundry sale: “Are you living in a new 
home?” or “Have you modernized your bath- 
room?” 

If the customer says “yes” to this polite in- 
quiry, she is in the market for dozens of big 
and little items. 

Often she doesn’t realize it until suggestion- 
selling reminds her that to hang clothesline she 
needs hooks or posts, and aluminum or wood 
clothes props. Or that she should match her new 
clothes hamper with a waste basket. Or that 
toilet tissue needs a dispenser. The list of tie-ins 
can play a merry tune on your cash register. 

And don’t forget the credit and layaway angle. 
New home owners, and often those who have 
remodeled old houses, are likely to be new in 
your neighborhood. As new customers, they will 





The trail of a sale. Or, how tie-in suggestions push a 


The customer's request: 
"Clothespins." 


Alert salespeople will try to tie in a dozen other laundry items with this 39¢ purchase. Clothespins can lead to soap, 


clothesline, gloves, ironing board, and other sales of needed sundries. But it takes selling action. 
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want to open charge, time-pay, or layaway ac- 
counts. 

If your salesmen are on their toes, little ac- 
cessory sales can mushroom into big-ticket items. 

Hardware dealers have done well for years in 
sales of bath, closet, and laundry items. The de- 
partment has been a key traffic and profit maker. 
But it is the kind of steady and quiet sales 
volume that you never notice until you begin to 
tally purchase and sales records. 

More than 90 percent of hardware dealers sell 
toilet seats and bath scales. More than 77 percent 
sell clothes hampers. About 85 percent sell medi- 
cine chests. 

And there is good reason for high dealer in- 
terest. 

The turnover rate in these lines is good, about 
four times a year. 

The profit rate is high, too. The average is 
about 42 percent margin of profit across the 
board. Few lines give dealers more return for 
a strong merchandising effort. 

Home stylists have turned drab bathrooms into 
fashion centers of the home. Matching fixtures 
and accessories, and bright wall tile and paint 
schemes promoted in pre-selling consumer ads 
have taught home-owners to dress up the bath- 
room as much as any other room in the house. 

You should carry on this lead. You should tie 
in with advertising programs. If yellow clothes 
hampers are featured next month in Life and 





Better Homes & Gardens you should have them on 
display. 

When you make a sale of interior paint, always 
ask if it is for remodeling a bathroom. If the 
shopper admits it is, turn your sales talk to 
bathroom accessories which will follow the color 
scheme of the paint you have sold. 

Emphasize that a bathroom won’t look really 
new if the same old hamper and shower curtain 
are used. Talk up modern hardware and lighting 
as part of the renovation. 

Without any push on your part, you are going 
to do well in these lines. 

But if you show them more prominently in 
your displays and advertising, you will see traffic 
and volume zoom. 

These lines are staple, they are profitable, and 
they are needed in the average home. All you 
have to do is remind your trade. 

Try these sales-making reminders: 

A rubber mat will make your tub accident- 
proof. 

Buy an extra bucket to save steps to the 
garage. 

If you take a waste basket to match your 
hamper you’ll give your bathroom a custom look. 

A smooth, new pad and cover set will make 
ironing a pleasure on your new board. 

Extra clothesline (clothespins) is handy. 








small purchase into a large order 


The customer's request: 
"An inexpensive clothes hamper." 


Alert salespeople will be quick to point out matching waste baskets, tissue dispensers, and the dozen other possible 
bathroom accessory tie-ins. If the sale gets in the $20 range, bring time payment and layaway into the sales story. 
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Bulk housewares 


... take lots of room ... draw lots of traffic 


Getting over the space hurdle is the 
biggest roadblock to this big traffic, 


big volume, big profit department 


“Where will I find room for all of this stuff?” 
cried the dealer who received his first order 
of bulk housewares. 

It was not a large order, yet it posed a size- 
able problem. 

Let’s see why this dealer decided to get into 
the bulk housewares business. He had long 
talks with several supplier salesmen. Here is 
why he placed the order: 

First, he was told that profit margins run 
from 40 to 46 percent. He liked the idea of 
getting $40 to $46 back out of every $100 at 
retail. 

Second, he was told he would be the only 
store in the area to have dinette sets, fireplace 
accessories, and other bulk lines. This would 
mean extra traffic and volume, with little or no 
competition. 

Third, he was told bulk lines would outsell 
other housewares lines if given equal floor 
space. This meant he could look forward to 
more volume in the new section. 

Everything he was told was true. But some 
cautions were left out. 

Every dealer who wants more traffic and vol- 
ume should take a closer look at bulk house- 
wares lines. There are drawbacks which must 
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be fully understood before you start building 
profit-castles in the sky. 

Check these items before you take the plunge 
into a bulk housewares section: 

Delivery. Bulk housewares almost always 
have to be delivered. Most pieces are too big 
or too heavy to be carted home by customers. 
Delivery costs you from 2 to 5 percent, even 
with your own truck. 

Floor space. Bulk housewares take up more 
floor and stock room space than any other line 
excepting power equipment. Many items come 
knocked-down, and can be stored in flat cartons. 
The majority, however, are partly or fully as- 
sembled. They take up full bin areas. 

Markdowns. Unless there is great care in 
handling, such items as unpainted furniture, 
metal cabinets, and dinette sets will be dam- 
aged in delivery. High markdowns or customer 
allowances result. 

The dealer had the right idea, he wanted 
more traffic and volume. Bulk housewares 
would surely give him that. 

Bulk housewares are keystones of volume and 
profit in stores that have room for them. 

To put items that need from 100 to 500 sq ft 
of display space on an already crowded sales 
floor results in chaos. Other key lines will be 


HARDWARE AGE, JANUARY 3, 1957 



























































Got a space problem? 








































































Here is a dealer's bulk housewares display area. He wasn't getting $25 a square foot sales production a year from 
this section. It was taking twice the room it actually needed. A simple re-arrangement freed up more than 20 running 
feet of floor. He had a better looking department. Double up on samples, nest buckets, and make more use of 
bare walls, if you want more room or more sales per foot. 








crowded, aisle space will be cluttered, and traf- 
fic may be discouraged instead of increased. 


Providing there is room poorly used, these 
are the steps you should take before placing 
bulk housewares orders: 


Survey your market. You should check the 
average income and merchandise preferences 
in your selling area. This naturally limits the 
kind of items to be offered. Dinette sets range 
from $49 to several hundred dollars. A set of 
andirons can cost $19 or $100. 


Survey your floor and stockrooms. Every 
dealer has some room being wasted in display 
and stock areas. Items duplicated on displays 
should be grouped together. And every size 
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need not be displayed in a line of many gradu- 
ated sizes. 

Every color in a line need not be shown in 
every item. Nearly every store has some dirty 
or damaged samples which should be sold at 
clearance. You can put canopies, bare walls, 
stairwells, and pillars to use for display. 


Check your delivery and stock control set up. 
A check of delivery costs should be made to see 
how much this service would bite into profit. 
A further allowance should be made for ex- 
pected breakage. Breakage markdowns run 
from 2 to 5 percent. 

A furniture price tag should be attached to 
all floor samples. Most dealers show the re- 
serve stock of each item on the back of this 
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Bulk housewares 





(Continued ) 


tag. As sales are made, each one is deducted 
from the total on the tag. The store manager 
always knows how many are in stock. 

There are many reasons why hardware deal- 
ers should focus more attention on bulk lines. 
Many dealers are neglecting some key profit- 
making items which would add greatly to profit. 
Unpainted furniture, for example, is carried 
in less than 20 percent of hardware stores. 

This means that department and specialty 
stores sell the majority of high profit unfin- 
ished lines. 

There is a space problem. But many dealers 
who have room for a few of the fastest turning 
items have never given this line a chance. 

Only about 25 percent of hardware stores sell 
dinette sets. This is a big volume and profit 
line. Average unit sale is more than $50. 

Less than half of hardware stores sel] fire- 
place accessories. This line has many advan- 
tages dealers have overlooked: little breakage, 
takes little space, high margin of profit, few 
style changes over the years, and average unit 
price of over $20. 

If you have room to spare, or can make room 
through housecleaning and tightening up 
stocks and displays, it will pay you to test bulk 
lines you do not now carry. 

A few items will start the ball rolling. A 
single dinette set, a few styles of andirons, and 
a half-dozen assorted unpainted furniture 
items will put you in the bulk housewares busi- 


Here is how a dealer solved his space shortage. 
He planted his outdoor dryer sample squarely in 
the middle of galvanized ware. Then he used the 
sample to display cloths, sponges, and other clean- 
ing sundries. 
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ness. A few hundred dollars invested in stock 
can open up a whole new source of traffic and 
profit for you. 

Here are some tested ideas for more traffic 
and sales in bulk housewares: 


Dinette sets. Formica or Textolite-topped 
dinette tables won’t burn or hold smears and 
marks. Other plastic finishes have the same 
qualities. 

Let customers try to scorch tops with ciga- 
rettes. Or let them mark tops with crayon, ink, 
or grease to show how quickly table tops wipe 
clean. 


Fireplace accessories. Once considered a fall 
line, they sell all year around now. Most new 
homes have one or more fireplaces. Fireplace 
additions have become a major part of home 
remodeling projects. The market for andirons, 
tools, screens, and accessories gets bigger every 
year. 

Display and advertise this section for tie-in 
sales. Every fireset buyer is in need of a log 
basket, or fire lighter, or log-dogs. 


Unpainted furniture. Customers want to 
know about finishing unfinished furniture. 
Many dealers show samples that have been 
partly painted and partly left in the raw. 
Alert dealers tie-in paints, stains, brushes, and 
finishing items with every sale. 


Wardrobes and cabinets. Show them in use. 
Put soaps and cleaners in utility closets. 
Brooms and mops belong in a broom closet. 
In-use displays always increase sales of bulk 
items. 


Ironing boards and ladders. Ironing boards 
should show pad and cover sets. A sample 
electric iron should be present for customers 
to get the feel of the board. Step ladders with 
hooks for paint cans and accessories should be 
fitted out as they would be in use. 


Clothes dryers. Indoor and outdoor models 
should be assembled. Customers want to see 
how big a sheet or blanket an outdoor model 
will hold. Fit indoor styles with a few pieces 
of laundry so there will be no doubt how they 
are to be used. 


Galvanized ware. Spot samples of random 
sizes, nested for space economy. You needn’t 
show every size on floor. Clothes baskets and 
log baskets nest, too. 


Market and laundry carts. Samples can be 
shown on canopies, or hung on walls or posts 
if you are pressed for floor space. Laundry 
carts should bulge with related items such as 
detergents, clothes lines, and clothes pins. 
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Cleaning aids 
... bed-rock staples that keep traffic high 


Cleaners and waxes, mops and brooms, bug killers and 


detergents, are everyday staples that keep customers returning to 


dealers with a plan for traffic 


More than $13 million worth of brushes, 
brooms, mops, sweepers, cloths, polishes, clean- 
ers, moth killers, and detergents move across 
hardware counters a year. 

Is this a good sales figure? 

Draw your own conclusions. Hardware stores 
sold over $29 million worth of light bulbs alone 
last year. 

Somewhere along the line, cleaning aids have 
taken a back seat to other sections. Possibly 
it’s because they are being taken for granted. 
If this is true in your store, you are doing ir- 
reparable harm to traffic, vclume and profit. 

The profit angle is important. Chemical 
cleaners, waxes, and brushes are 40 percent 
margin of profit lines. Many suppliers offer 
generous advertising and promotional allow- 
ances. 

These lines have abnormally high rates of 
turnover. Five turns a year in an average store 
is not unusual. 

Look over your displays. Is the rack that 
holds brushes filled? Or are there row upon 
row of empty hooks? Are your chemicals’ 
shelves filled and faced-up or full of gaps that 
represent outs or unsampled back stocks? 

Have you got carpet sweepers assembled on 
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your floor for customers to test? It is the only 
way to sell them. 

How are you fixed for product knowledge? 

Do you know a bath tub brush from a bow! 
brush? Could you tell a customer how to use 
liquid or powdered rug shampoo? 

Do you know the difference between paste 
and liquid waxes? Or why some waxes won't 
work on asphalt tile? Do you know what DDT 
is? 

Unless your salesmen are above average, they 
probably could not answer these questions 
without reading product labels. 

There are three good ways to up-date your 
staff’s product knowledge of items in the clean- 
ing department. Put these to work in your 
store: 

1. Make it a part of training to spend a few 
minutes daily studying labels and guarantees 
of items. 

2. Write suppliers for samples of their prod- 
ucts. Samples are available from almost every 
chemical and wax maker. Have salesmen try 
samples at home. If samples are not available, 
sell items out of stock at cost to your salesmen 
for home testing. 

3. Ask wholesalers and manufacturers to 
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How to know your brushes 


Cleaning aids Here are illustrations of many popular types of 
brushes. Post this identification chart on your 
employee’s bulletin board to increase their prod- 
uct knowledge. 





(Continued ) 





Angled venetian blind duster—usually wash- 
able and dust absorbent, they reach hard-to- 
get-at angles. 





Hand and nail brush—perfect for customers 
who get dirty hands in their work. It should 
be a suggestion selling must with every laun- 
dry and bathroom sale. 


ptt nM, 


PPATINTTY, ak 4 
Rin anal Ss Bath brush—it looks like a bath tub brush, but 
Vanni “uy there's a big difference in bristles and con- 


Mii. ji.4.4: struction. It will sell if you suggest it. 
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"aS Bowl brush—the leading sale maker in your 
brush department. 


Vegetable brush—cuts vegetable cleaning 
time to the bone. A low-priced impulse item 
that will sell on suggestion. 


re : 
SS 
nn CaS: 





Bath tub brush—takes minutes off of tub 
scouring time, uses less soap or cleanser. It's 
built to take a beating. 





aN hahd, 
wh Kn 


Bottle brush—if the customer has children, 


it hifi inhi she can't do without this model. About the 
TAS only way to clean milk bottles, and thin- 


necked vases. 


Bed spring brush—fastest way yet to do a !00 
percent job on cumkersome, hard to reach 
bed springs. Must be suggested to be sold. 


Radiator brush—reaches between radiator 
folds as no other cleaning tool can. Often 
unthought of until you suggest it. 


Percolator pump brush—tell customers to 
stop using broom straws. This brush swishes 
pump stems clean in seconds. 





Waffle iron brush—usually has metal strands 
to get tough burned-in specks off face of 
waffle makers. 











Pastry brush—this brush gives the light touch 
needed to de-speck dainty pastries. A must 
for families that eat heavy desserts. 
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have sales agents or demonstrators stop at your 
store for brief training clinics, particularly on 
items just being introduced on the market. 


Training your salesmen to know what they 
sell is the first big step in improving traffic and 
sales of cleaning supplies. 

Next comes housecleaning. 


Are your cleaning lines scattered all over the 
store? Do you have mops next to galvanized 
ware, brooms in the clothes prop bins, and 
cleaners in the paint department? 


Would it take any more space to bring them 
all together in a section that would look better 
and insure more tie-in sales? 


Usually, when a dealer housecleans to group 
related lines he finds he gains room. 


Related, tie-in sales run heavy in cleaning 
aids. 


A customer buying a can of floor wax can 
usually be sold a can of old-wax remover, or a 


lamb’s wool applicator, if they are displayed 
together. 


A customer for glass cleaner can usually be 
sold a chamois, sponge, or cheesecloth, if these 
items are not at the other end of the store. 


A customer for rug cleaner can usually be 
sold an applicator brush, if they are displayed 
nearby. 

Cleaning needs are impulse sales items. Most 
stores put key impulse items near the front of 
the store, or close to the cash register. Often 
a customer has to be confronted with a bottle 
or can of copper cleaner before she realizes 
she needs it. 

If your cleaning aids are scattered all about, 


you get impulse sales or tie-in sales, only by 
accident. 


Within this cleaning aids section are many 
smaller groupings of items which sell each 
other. You increase tie-in sales if you follow 
these suggested item groupings: 


Cleaners—Soaps, detergents, cleansers, am- 
monia, bleach, lye. 


Specialized cleaners and waxes—For dish- 
washers, wallpaper, marble, spots, rugs, uphol- 
stery, tile, copper, brass, chrome, rust, rubber, 
glass, fabric, woodwork, porcelain, grease, 
floors, furniture, leather, automobiles, paint. 


Long handled cleaners—Mops (nylon, cotton, 
wool, cellulose, rubber-wet or dry), brooms 
(corn, bristle, plastic), car washers, window 
washers, wax applicators and buffers, carpet 
sweepers. 


Brushes and sponges—Kitchen, bath, laun- 
dry, clothes, shoe, furniture, wall, and radiator 
brushes. Feather dusters, sponges (cellulose, 
plastic, rubber, sea-wool). 


Cloths—Dish, window, furniture, polishing, 
silver, dust, and chemically treated. Chamois, 
dish towels, bolts of cheesecloth. 
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Moth goods — Bulk paradichlorobenzene 
grains or crystals, sprays, applicators, holders, 
coal tar flakes or balls, tar paper bags and 
lining, aerosol bombs, DDT bombs, liquid and 
powdered pest killers, vaporizers. 


Spring and fall housecleaning, changes of 
seasons that require change of wardrobe, and 
state, local, or national clean-up campaigns are 
your best times to promote. 


Many manufacturers and some wholesalers 
have an advertising kitty for name-brand chem- 
icals and waxes. Get your share of these allow- 
ances. If you don’t know how much of this 
money your purchases entitle you to, you should 
start asking questions. 


Pull out your purchasing records. Check how 
many dozen or gross lots you have bought of, 
say, your fastest selling floor wax or moth 
proofer. Then ask your supplier if you 
shouldn’t be getting a 2, 5, or 10 percent run- 


ning advertising allowance in return for large 
orders. 


There are many tested promotiona! ideas that 
increase traffic and volume. Here are sugges- 
tions you can put to work in your next sale: 


Before and after samples. Get an old copper 
bottom skillet, the dirtier the better. Clean one- 
half until it sparkles like new. Do the same 
with brass or bronze items such as trays. Show 
how rug cleaners work by cleaning half of a 
small square of carpeting. Mark all samples 
“before” and “after.” Many suppliers have 


these samples made up in advance. Request 
them. 


Contests. Fill a large glass container, such 
as a fish bowl, with mothballs. Hang a sign in 
your window announcing a year’s supply of 
moth proofer for the nearest correct count. 


Offer a year’s supply of rug cleaner for the 
best count of the bristles in a stiff tampico- 
fibre applicator. Contests get customers off the 


street who might otherwise never enter your 
store. 


Mass displays. Canned or bottled chemicals 
lend themselves to mass display in cartons or 
pyramids on floor. Customers find it hard to 
resist a display that suggests a bargain. Super- 
markets thrive on it. Combine mass display 
with multiple pricing. 

For example, packages of moth crystals at 
25¢ can be stacked into a mound with a 2 for 


49¢ or 3 for 69¢ sign on top. Watch turnover 
and volume swell. 


Shock samples. Hang a very moth-eaten 
de-bugged coat or skirt next to a new one with 
a sign: “This was treated, this one wasn’t.” Or 
set up a window sash with dirty panes. Sign it: 
“Do your windows look like this?” 


Shock samples are sure-fire traffic stoppers. 
Use your imagination in these “before” and 
“after,” or “with” and “without” displays. 
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Woodenware and pantryware 


..- some dealers call them traffice-ware 


Well designed wood and metal lines are reaping 
big traffic and profit returns for dealers who 


make the most of these often-neglected staples 


“Woodenware?” the dealer said, “that’s 
strictly gift merchandise.” 

“As for pantryware,” he went on, “it sells 
well, sure, but it’s tough to come up with an 
original display or promotion ideas.” 

Are these your sentiments? Do you think of 
woodenware as frilly, and pantryware as five 
feet of unchanging shelf display? 

You could be wrong. Profit-wise, you are 
wrong. 

Margin of profit in woodenware is high, 
about 45 percent. In pantryware, it is average 
for housewares, around 40 percent. Combined, 
they give you back about 42% cents on every 
retail dollar. They are worth serious thought. 

Hardware stores sell more than $12 million 
worth of these two lines a year. 

Just what is woodenware? Is it really staple? 
Here is a list of key items in everyday demand: 

Carving boards. 

Pastry boards. 

Salad sets. 

Ladles, spoon sets. 

Mixing bows. Woodenware looks best in natural wood sur- 

Nut bowls. roundings. 
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Cheese boards. 

Ham boards. 

Sandwich boards. 

Meat boards. 

Lazy susans. 

Chopping blocks. 

Wall knife racks. 

Cutlery trays. 

Rolling pins, sleeves. 

Flatware chests. 

More than 21,000 dealers stock these lines. 
And every year more dealers get on the high- 
profit woodenware bandwagon. 

There are many benefits, other than profit, to 
stocking wooden items: 

hei deca eeandy-aeannd — aa apo She came in for a 39¢ can opener. But the customer 
nestable, most woodenware items take up little : 

we ; found the pantryware display so attractive she 
sieterags A $100 stock fits nicely in an average spent more than $5. Note use of space-expanding 
3x3 ft bin. perforated paneling. 

Second, stability. Staple lines have had few 
basic changes in the last years. Rolling pins 
now have ball bearings. Chopping boards now 
have built-in knife compartments, and many 
lines are hand decorated. But basic design and Third, durability. There are seldom any han- 
functions haven’t changed much. You are never dling damages in store, display, or delivery. 
in any danger of being stuck with an item out- Woodenware is hardy. Markdowns are nil. 
moded by change. Fourth, display. Beautiful natural grains, 





Sales rate your staff on product knowledge 


Here is a quiz to sharpen the sales information of your staff on woodenware and pantryware. Use the 


questions for group meetings, or ask questions of individual sales people. Answers are given after the 
questions. 


. Which two woods are not likely to be found in carving boards? 
Cherry, cypress, pine, mahogany, maple. 
. What is the most popular size step-on can? 
8, 10, 12, 14, 16 aft. 
. Japanned ware is an early name for: 
high gloss varnish finish on woods, or, finished metalware? 
. Which holds more bread? 
A roll top box or, rectangular box. 
. Most canister sets are designed to take standard packages of coffee, tea, sugar, flour. 
True, or, false? 
. A chopping block is most likely to be made of: 
fruit wood, ash, rock maple, cherry? 
. Most rolling pins are made of: 
ash, maple, tulip, pine? 
. Which salad bowl set normally costs more? 
Maple, mahogany, cherry. 
. What is the standard size for individual salad bowls? 
4, 5, 6, 7 in. 
. Which is correct spelling? 
Canister set, or, cannister set? 


Answers: (1) Cypress, pine (2) 14 qt. (3) metalware (4) rectangular (5) true (6) rock maple (7) maple 
(8) mahogany (9) 6 in. (10) canister set 
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W oodenware and pantryware 





(Continued) 


polished finishes, hand decoration, and tasteful 
shapes of wood items lend themselves to good 
display. A window full of woodenware is traf- 
fic magic. 

Pantryware has been a hardware staple since 
the first stores. About 85 out of every 100 deal- 
ers now stock fast-turnover pantryware items. 

Early tin japanned-ware, as it was called, is 
now a collectors’ item. It has been replaced by 
steel, ceramic, plastic, and wood pantryware. 
It is more important than ever as an everyday 
traffic attraction, especially for women. 

Recent design changes have put pantryware 
in the fashion spotlight. 

Hand painting, applied textures, and copper 
and brass trims glamourize pantryware. Built- 
in cutting boards in bread boxes, moisture 
absorbers in canister sets, and animal repel- 
lants in step-on cans are recent design im- 
provements. 


Here is a dealer who be- 
lieves in the traffic pulling 
power of matched lines of 
pantryware. And he believes 
in tying-in with national ad- 
vertising. Note samples of 
Better Homes and Gardens’ 
ads. 


Pantryware is pretty enough now to give as 
gifts. It combines real utility and good looks. 
Try pantryware as gift merchandise in your 
next display or promotion. 

Home makers match pantryware, from step- 
on can to tissue dispenser, as they do cookware 
in today’s center-of-the-home kitchen. To 
raise their traffic and sales, display and pro- 
mote full matched lines. If you sell a matching 
step-on can, bread box, and canister set, you 
have a $15 to $20 sale. 

In this price bracket you are in the range of 
credit, layaway, or time-pay sales. 

Here are some ideas to stimulate traffic and 
sales in your wood and metaij lines. 

Sell sets. Make up your own groupings of 
matched metal or wooden items with a special 
slightly lowered price. For instance, a bread 
box, step-on can, canister set, and waste basket 
might add up to $24.85 in open stock. You 
could make up the same items as a set for 
$23.95 and make a bigger profit through better 
volume coming from faster turnover. 

Gift settings. Select your prettiest pantry- 
ware and woodenware pieces for separate 
Mother’s Day, anniversary, wedding, and birth- 
day display. The power of suggestion is often 
all that is needed. 

Contests. A California dealer offered a $50 
Defense Bond to the customer who painted the 
best design on pieces of pantryware or wooden- 
ware. A purchase of either item made custom- 
ers eligible. 
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HARDWARE AGE 
HOUSEWARES MERCHANDISING GUIDE 


Paper and vacuum goods 


... are year round traffic makers 


Many dealers are part-timing these lines 


in just the summer months. There are many reasons 


for pushing them 12 months a year 


Don’t part-time a full-time department. 

Too many dealers make the mistake of part- 
timing paper and vacuum goods sections. It is 
common to find dealers making a play in these 
lines during the warm weather months. During 
the balance of the year these lines are scarcely 
noticed. 


How do you stand on these items? 

Are they now grouped on display for everyday 
sales and profit? Or would you have to dig 
around the stock room if you got a request this 
moment for: 

Paper goods: 

Freezer supplies. 

Foils, plastic wraps. 

Napkins, tissues, towels. 

Cups, plates, containers. 

Paper and plastic shelf, drawer linings. 

Dusting paper. 

Silver wraps. 

Table coverings (includes plastic and oilcloth). 

Vacuum goods: 

Bottles, liquids, soup. 

School, workmen’s lunch kits. 

Jugs. 

Desk sets. 

Sickroom sets. 

Chests. 


Bottle refill liners, stoppers, parts. 

There are many reasons why you should give 
vacuum and paper lines year ’round display and 
stock space in your store. 

Let’s look at the profit picture. 

Most paper items, excepting toilet tissue, give 
you nearly 40 percent margin of profit. The mar- 
gin on tissue has been whittled by competition 
among chains and supermarkets. It is profitable 


Most paper goods are packed for neat mass dis- 
play. This year ‘round section brings in daily traffic 
that would otherwise go to supermarkets. 





Paper and vacuum goods 





(Continued ) 


only to those who can turnover truck and ¢car- 
load lots. Most dealers don’t bother with it. 

Profit margins on vacuum goods are high, be- 
tween 44 and 50 percent. 

Average the two sections and you come up with 
a 40 to 45 percent margin of profit. What better 
argument is there for a closer look at full-time 
merchandising ? 

Now look at traffic appeal of these lines. They 
bristle with importance as everyday traffic items: 

Paper napkins, towels, dusting paper, and 
freezer wraps, for example, are daily purchases 
for millions of housewives. The bulk of these 
purchases go to supermarkets and department 
stores because many hardware stores give these 
lines a back seat. Actually, demand varies but 
little from January to August. 

Vacuum bottles, sets, and replacement parts 
know no season. Wherever there are schools, 
workmen, or sickrooms, there will be daily re- 
quests for these items. Dealers who display these 
lines will do a good 12-month business. 

Paper, plastic, and oilcloth table covers, and 
drawer and shelf linings sell on impulse. If they 





Your traffic ideas are wanted 


Win dollars for your  traffic-building 
ideas. Promotions you have run to build 
traffic can win you one of HARDWARE AGE’S 
$25 Idea Awards and publication in a future 
issue. Get all the facts on page 75. 











are not in plain sight, they won’t move. Unlike 
paper napkins or towels, they are not planned 
purchases. 

More than 90 percent of hardware dealers sei! 
these lines. Nearly all of these dealers feature 
paper and vacuum goods prominently as part of 
spring and summer outdoor-living set ups. 

Then many dealers relegate these important 
traffic-making lines to basements, stockrooms, or 
under-bin sections to sit out the winter. 

Many dealers don’t bother to stock control 
these items. They rely on visual or memory 
checks. 

What is needed is the awareness that many 
so-called seasonal lines contribute heavily to year 
around traffic and profit. 

There are two ground rules for making money 
12 months a year in paper and vacuum lines. 
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Outing jugs are shown all year in many stores. They 
make wanted gifts for men and young campers, or 
presents tor a sporting family. 


First, give them prominent display all year. 
If you do, your volume will surprise you. Your 
daily traffic will take a pleasant upswing. 

Of course, there are items which are clearly 
seasonal. They must be trimmed. Picnic chests 
and jugs, and paper picnic items for instance 
are warm weather items. When the season ends, 
some other item or line may sell better in their 
place. 

The second ground rule is to control outs with 
a regular system of checking. A monthly listing 
on stock control sheets is a minimum. And stores 
that cannot afford to make stock checks oftener 
should use precautions against lows and outs 
with HARDWARE AGE Pocket Want Cards (see 
page 104). 

Want cards are an efficient check against outs 
and calls for items not carried in stock. They 
tell you where you are losing daily sales. They 
are an important aid to a better system of stock 
control. And they help you build a reputation for 
never being out of staples like 14 in. shelf paper 
or refill liners for a 1 qt vacuum bottle. 

After you have overcome lack of year around 
displays, and reduced stock outs, traffic will step 
up. Regular customers who have been going 
elsewhere for these items will return. Most of 
them would rather patronize a hardware store. 

It is time to think of getting new traffic and 
more impulse sales. Remember, the difficult job 
in retailing today is to get people in your store. 
Staple traffic lines, regardless of low or high re- 
tails, do this. 

Once you have shoppers on the premises, your 
display, sales, and merchandising methods com- 
bine to sell them many other things. 
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Merchandising ideas to promote paper and vacuum line sales 


Try these ideas in your store. Watch your staff take more interest in suggesting tie-in sales. Watch your 
traffic and sales increase. These ideas are good for seasonal and all-year promotions. 


Freezer goods. Sample best selling items, such as locker wraps and tape, in freezer, or the freezer chest 


of refrigerator samples. If you do not stock major appliances, make a display using a 5 & 10¢ store re- 
frigerator model as a centerpiece. 


Table coverings. Mass display sells. Pile covers high on counter and offer special prices for multiples. For 


example, a $1 cover selection, piled high, with a "2 for $1.89" or "3 for $2.79" sign will give your turnover 
a boost. 


Napkins, tissues, towels. Again, mass display is the only way to get real volume out of these low-retail, 
everyday staples. If you are short on room, use canopy tops, or stand cut-cartons on floor. Offer multiple 
prices to raise unit sale. A 19¢ paper towel should be retailed at 5 for 89¢. Faster turnover will more than 
compensate for the slightly lower margin of profit. 


Vacuum bottle parts. The best way to build traffic and sales in vacuum goods is to get a reputation 
for having refill liners, corks, stoppers, fittings, and the know-how to replace parts. Replacements are in 


steady demand. Too few stores stock them. Get customers coming to you for parts and you will sell more 
bottles and sets. 


Vacuum sets. Desk sets and sickroom bottles and sets should have their own year ‘round display niche. 
Gifts for businessmen and fraternal groups, and presents for the bedridden often pose a buying problem for 
customers. Vacuum goods bring you these customers in quiet but steady traffic. 


Shelf coverings. Paper and plastic shelf and drawer linings sell best in quantity and variety. Buy them 
assorted, and buy enough. If you are pressed for room, stick to 12 in. and 14 in. widths. Larger sizes sell, but 
the bulk of the business is done in these widths. Most manufacturers offer display racks that hold rolls on 
end in minimum display space. You should request them through wholesalers. 


Seasonal lines. Combine selected picnic paper goods and vacuum jugs and chests as part of your 
outdoor living display. This section goes into high gear around the end of May. Heavy volume is common 
through Labor Day for dealers whose display suggests multiple prices and tie-in sales. 


Jugs and chests double up as ideal gifts for men on Christmas, birthdays, and Father's Day. All you 
need is a sign to plant the seed of suggestion. , 





What builds traffic? 
Compact displays like 
this one. Complete 
stocks, related for tie- 
in sales. Clean, clearly 
marked items with 
enough selection to 
satisfy the majority of 
shoppers without con- 
fusing them. 
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Strength 


y. 


WHERE IT COUN 


Pick up a Bethlehem Bolt at random, 
any type of bolt, and you'll recognize 
it as a quality product. For Bethlehem 
Bolts have sturdy, easy-to-grip heads, 
straight shanks, smooth-fitting threads 
. . . plus plenty of strength, where it 
counts. 
dl What’s more, Bethlehem Bolts are 
ETHEEHEN made in hundreds of types and sizes, 
STEEL making it easy for your jobber to furn- 
oe ish exactly what you need. How about 
calling him right now. 


COLLLTLLUY YTTTTLETEA 
Z 


Bethlehem Bolts Are Good Bolts 
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EMPIRE 











FIRST IN QUALITY 
FIRST IN SERVICE 
FIRST IN PACKAGING 


The only complete line of household and personal 


brushes with the Good Housekeeping Seal of Approval. 


"Guaranteed by > 
Good Housekeeping 
i] Nop ~ 


\\ 
AS Apvertistd were 


Visit Empire at the 1957 Housewares Show in Chicago, 


Navy Pier, Booth 913-915-917, January 17-24 
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CLEAN UP ia DISPLAY PACKED EMPIRE HOUSEHOLD 


WITH THIS ONE - 
A $2.98 VALUE ; 7 | PUSH BROOM +5640 


FOR JUST 
® Special black Emprene bristles—the right texture for 


general household sweeping * Covers more ground 
from attic to basement—all-round brush for indoor use... 
kitchen, porches, cellars,etc. * Handy 14” home size 
* Carries the Good Housekeeping Seal of Approval 


¢ Packed in colorful display carton. 


A $2.98 VALUE...NOW A BIGGER SELLER AT ONLY a 


DISPLAY PACKED EMPIRE OUTDOOR 
PUSH BROOM #5639 


* Heavy duty, for heavy dirt—wet or dry * Red-brown 
Emprene bristles last and last! * Does a thorough 
job on rough surfaces—basements, garages, patios and sidewalks 


(5 * Popular 14” size * Carries the Good Housekeeping Seal 
7 of Approval * Packed in attractive display carton. 


DISPLAY PACKED EMPIRE SPINNING~ SUDSING 
FOUNTAIN BRUSH +5647 


All the best features of a brush costing more than $7.00 but now only 4 


¢ Automatic suds chamber * Superior 2500 RPM spinning action 
© 1-piece, 3 ft. handle with special vinyl hand grip 
¢ Shut-off gasket valve * This top-performing fountain 
brush comes to you in a colorful 


simple-to-set-up display carton for easy selling! 


All your brushes from one dependable source 


EMPIRE BRUSHES, INC. Port Chester, New York 
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Sell decorating, 


then sell paint 


It takes a little something extra 
to sell more paint. 

What is it? It is personal ser- 
vice. 

The paint department customer 
wants information, and plenty of 
it. But, he wants information as 
it concerns him. He wants to know 
how to decorate his home, how to 
prepare the surface he is going to 
paint, plus correct methods of ap- 
plication and the proper paint for 
his job. 

Harvey and Charles Orvis, who 
operate Voges Hardware, Madi- 
son, Wis., make more sales be- 
cause they provide this informa- 
tion along with quality paint and 
supplies. As a result, Voges has 
been stamped as the store that has 
something extra to offer. 


Wall area often prompts questions 
from customers. Charles Orvis, 
selects a color chart for a customer. 


Neat exterior of Voges store catches attention of traffic w#h paint and hard- 


ware identification. 








Orvis brothers sell the customer 
first on decoration and methods of 
application and then suggest the 
correct paint from their stock. 

By discussing decoration first, 
they can point out the existence 
of products and uses of which the 
customer may not be aware. 

For example, Charles Orvis 
points out, the customer has avail- 
able for his use today the match- 
ing of colors in a variety of 
shades. He also has a greater va- 
riety of enamels, gloss and soft 
tone to use today which he did 
not have 10 to 15 years ago. And 
he can accomplish excellent dec- 
orative effects through stenciling 
and stippling. 


Advice for fix-it trade 


While all these methods are 
available to the average home- 
owner who is a do-it-your-selfer, 
few homemakers actually know 
how to attain the painting and 
decorating effects they want. They 
need help and direction, and the 
qualified paint dealer is the one to 
help them. 

Charles and Harvey Orvis al- 
ways ask a customer what area is 
to be painted, the condition of the 
woodwork, etc. Then they are in 
a position to tell the customer how 
to prepare the surface. 


They query the homeowner 


When this surfacing task is 
done, they point out, then the cus- 
tomer is ready to apply the paint 
to get a really good job. Without 
proper re-surfacing the quality 
paint may not bring satisfaction. 

“We find that it pays to ques- 
tion most customers a little about 
their job,” says Charles Orvis. “It 
is surprising how many times his 
answers will reveal his need of 
added help.” 

One wall of the Voges paint de- 
partment has been finished with a 
special pattern to show customers 
the fine effects possible by stencil- 
ing and stippling. Other patterns 
are also shown on lower panels. 

When customers see these areas, 
they often exclaim, “How do you 
do that?” Such questions provide 
an excellent opening for the Orvis 
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ii. ine esa natn enced a 


Customers don’t remember—you have to remind them to replace dirty furnace filters. 


NOW! Start your mid-winter 
Glasfloss filter-changing campaign! 


Glasfloss is ready to help you increase your 
filter replacement sales with... 


Get your FREE 
Glasfloss promotion 


... the new Glasfloss window banner material today ! 


. which tells them it’s Glasfioss Filter-changing time and this 


is the place to buy Glasfloss Filters. This is the season! Don’t wait another 


’ 
| 
| 
| 
| 
7 day! Your local Glasfloss jobber and 
... the new Glasfloss envelope stuffers | your nearby Pittsburgh Plate Glass 
| Warehouse have stocks of Glasfloss 
Fiber Glass Filters in a full range 
| of sizes for you—and your supply of 
FREE Glasfloss sales aids. Call them 
| now! They’ll rush your order to you! 
- Glasfloss Filters are a product of 
| the Fiber Glass Division of Pittsburgh 
1 Plate Glass Company, Pittsburgh, Pa. 


. with a space for your imprint .. . for mailing to customers to 
give them another reminder about Glasfloss Filter-changing time. 


... the new Glasfloss ad mats 


. .. for your own advertising in local newspapers with your own 
signature . . . to remind the area that you’re headquarters for 
the mid-winter Glasfloss Filter suppliers. 
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Do-It-Yourself” 


DISPLAY RACK 


with Assortment #1300 


SEND TODAY FOR 

COMPLETE CATALOG | 
AND INFORMATION _ . 
ABOUT DEAL #1300 ha e.g 


Sold through wholesalers only 











brothers to explain about these 
modern means of decorating walls 
and woodwork. 

The Orvis brothers show a deep 
interest in small and large paint- 
ing jobs customers are planning. 
This makes them feel that the 
store owners are truly interested 
in seeing that they get as good re- 
sults as possible. 

This attitude is quickly sensed 
by most customers and is one im- 
portant reason why the store’s 
paint volume is constantly grow- 
ing. 


Low-Cost Advertising Idea 


You Can Profitably Adapt 


What do you do with the folders 
and circulars sent to you by man- 
ufacturers and wholesalers? 

Do you leave them in racks hop- 
ing that store visitors will pick 
them up, read them and then buy 
some of the featured items? 

Or do you use them as envelope 
stuffers when you send out month- 
ly statements? 

An eastern dealer, who has been 
paying youngsters to distribute 
packets of unrelated advertising 
material in his trading area, put 
them in orange kraft bags. 

In bold black type he had a 
printer label the bags, “Our story? 
It’s in the bag.” 

Leaflets, booklets and brochures 
in the bag had the dealer’s im- 
print including name, address and 
firm name. Included were cir- 
culars on do-it-yourself items, 
kitchen gadgets, cleaning equip- 
ment, garage door hardware and 
other seasonal and staple lines. A 
few circulars were used for equip- 
ment not carried in stock with in- 
quiries necessitating special or- 
ders. 

Many customers visiting the 
store for relatively low-priced 
items also bought other higher- 
priced merchandise just as the 
result of noting it while buying 
the small items. 

This idea can be particularly 
effective when each piece of cir- 
cular matter bears the firm name, 
address and phone number. Store 
visitors impressed by the clever- 
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ness of the idea will comment on 
it, and while buying none of the 
merchandise featured in the bag, 
will be on the lookout for the next 
distribution of your “story in the 
bag.” 


Small items can be your 
key to profitable sales 


Cater to the needs of the home- 
owner who does numerous small 
do-it-yourself jobs and you can 
make larger sales at a later date. 

Remember that even simple jobs 
such as the replacement of faucet 
washers are considered complex 
by some customers. Tell custom- 
ers how to do these jobs and you 
can sell paints, fasteners, abra- 
sives, electrical supplies and 
plumbing items. 


Arville Sanders, owner-manager 
of Sanders Hardware & House- 


wares at 1609 Cache Rd., in 


Arville Sanders cuts a curtain rod to 
length for a customer. 


Lawton, Okla., 
little items helps me build volume. 
They are the most important fac- 
tor in the steady increase my vol- 
ume has shown.” 


says, 


The Sanders neighborhood store 
caters to the needs of families 


from nearby Fort Sill. 


Mr. Sanders’ ability to provide 
the small fix-items requested by 
and his cour- 
teous treatment are sales builders. 


military personnel, 

















“The sale of 
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it’s new! it’s ditferent! 
it's @ money-maker! 








Se/f-dispensing 


VENUE 





















RUG AND FLOOR BRUSH 


Pee 


ADVERTISED IN: 


=>. @ bas 
mt 20) LOR BLO), b 


A mammoth consumer campaign 
topped off with TWO-COLOR HALF- 
PAGE ADVERTISEMENTS reaching 
over 13,000,000! 





GUARANTEED TO SELL 








ce 
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'SRaTOMN 
Now—for all scrubbing — 
rugs AND floors—in a 
standing position. Trig- 
ger handle feeds cleaning 
solution from 40-ounce 


reservoir to thick, special 





solvent-resistant bristle 


brush. $ 
List Price 4 q 5 


Proven seller! 


WAX-0-MATIC FLOOR, WAXER 


Price FV 
0CUlU Ne 


Add-on sales in polishing bonds at $1.50 


List 


FREE 


Floor Merchandiser with 
6 WAX-O-MATICS and 
3 extra polishing heads. 
Request 28.20 merchandiser. 





ne 
oF YOUR MONEY BACK 


o\ 


See us at Booth C513—National Housewares Show, Navy Pier, 


Chicago, January 17-24 


MASTER MANUFACTURING CO., 9200 INMAN AVENUE, CLEVELAND 5, OHIO 








Series “68” “Diamond-Arrow” with 242” and | 
3” soft rubber tread wheels for home, school, | 


store and institutional use. 


New packaging for 
hest selling 


Bassick truck casters 


Here’s your ammunition to go after | 
an even bigger piece of the expanding | 


do-it-yourself market. 


2%2” and 3” Bassick truck casters, 
previously sold in bulk, now come con- | 


veniently packaged in sets of four units. 
They're perfect for dollies, portable 


tables, tools, utility carts and other fa- | 
vorite projects of the home craftsman. | 
And now in the new heavy-duty clearly | 
labeled boxes, they'll sell faster than ever. | 
Especially when you keep them out on | 
display along with other do-it-yourself | 


items. THE BASSICK COMPANY, Bridge- 


port 2, Conn. Jn Canada: Belleville, Ont. 
7.8 


’ — ee ~=—s« Series “61” (inexpensive 
but rugged) with 21/2” 


and 3” “Biron” sintered | 


4 iron wheels for rough 


Service in shops or ga- 


rages. 


- as Yee. ° 
oi 


Series “70” (swivel) and 
Series “71” (rigid — 
packaged 4% set per 
box). Lighter duty cast- 
ers for home utility 
carts, portable tables, 
stands. 3” Dia. soft 
rubber tread wheels. 


ADVERTISED i” 
The Saturday Evening 


asSiCK 


A DIVISION OF 


MAKING MORE KINDS OF CASTERS... MAKING CASTERS DO MORE 


112 











Regular customer reminders 
spur rentals of tools 


If you want to realize a profit 
from your tool rentals, constantly 
remind customers of the services 
you offer. 

Consumer mailers are the form 
preferred by Charles B. Hunt, a 
hardware dealer, who operates 
Hunt’s Rent-A-Tool in Indepen- 
dence, Mo. He has a regular mail- 
ing list of 10,000 names. Mailers 


are sent out on a regular schedule. 
(See HARDWARE AGE issue of Sept. 
4, 1952, p. 33, “‘How I Built a Prot- 
itable Rental Business.’’) 

The mailer, illustrated, was sent 
out in April. It was printed on 8% 
x 1l-in. stock, folded in half. Illus- 
trated advertising was carried in- 
side. Half of the address side also 
carries an advertising message. 


Sample of the consumer mailer used to promote tool rentals by Charles B. 
p y 


Hunt in Independence, Mo. 


“MONKE Y 
AROUND 


RENT 
The Right Kind 
of Tools For the Job 


RENT - A - TOOL 


YOU CAN RENT 


| All Kinds of Tools 











Wallpapering 


Wallpaper 
Steamer 
Complete 


Ulallmanavinag LbL.! 


_ TOOLS 
Wheelbarrow 
Lawn Roller 
Fertilizer 


- Dn ene Ae... AAA ne Ne 
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MORE CUSTOMERS — more sales for more Lustro- 

Ware UNBREAKABLE plastic household necessities. Surveys 

show more homemakers regularly shop for new and related 

I W ; Hy f , ; TOILETRIES TRAY and 
sustro-Ware items . . . actually preferred 20 to 1 over the next Bactet Tiaave Melder 
plastic line. So feature a bigger and better Lustro-Ware section H-35$ Unbreakable, stain-proof poly- 


° of . . ethylene tray fits any toilet tank top. 
in ’57 for the greatest turnover attraction in housewares. Removable cover on tissue compartment. 


Fresh pastel colors. Deluxe visual pack- 


age. Thrifty $2.98 value. 
MORE PROFITS Labeling, pricing and sales policy all 
: TOl 
help to protect your profits—assure top value to customers. OILET BRUSH HOLDER 


’ . 71 . . aT ° H-30S$  Rust- f lyeth- 
You'll also SAVE ON FREIGHT, save on inventory control. Sc cee 


ylene styled to match tray. 


. . . z . Complete with fast-drying 
There’s a Lustro-Ware supplier near you for prompt service. plastic bristle brush ond 


For catalog, write COLI IMBUS PLASTIC PRODUCTS, INC., handy shelf for cleaner. In- 


dividual carton pack. $2.98 
Columbus 23, Ohio. 


Visit Lustro-Ware booths 946-48-50 at National Housewares Show 


| » &4 
eee) \iih Stak 


| he 


y ) ~ 
my, |} 


3% Replaceme? efund f i 
Nationally Advertised 
Guaranteed *UNBREAKABLE Service 


Stores featuring Lustro-Ware cash-in on the advertising in 

9 leading consumer magazines. Presells both housewives 

and brides-to-be that glamorous, guaranteed* Lustro-Ware 

brightens, lightens housekeeping . . . best housewares values. wars 

Free tie-in Merchandising Aids are yours for the asking. F” Guaranteed by © 4 / 7) 7) Ree 
Good H keepin , 
pee Ameucas Fortmol Lire 


43 apvraTisid my 


Printed in U.S.A. OF “FLEXIBLE” and “RIGID” PLASTICS 





mousetrap! 


Because we build a defer utensil ... we make 
it easier for you to sell Revere Ware! But we 
don’t stop there! We remind your customers 
by the millions—month after month—year in, 
year out—in America’s leading consumer 
magazines—to buy Revere Ware at your store! 
Keep it in sight .. . é sells on sight! Revere 
Copper and Brass Incorporated, Rome 
Manufacturing Company Division, Rome, 


N. Y.; Clinton, Ill.; Riverside, Calif. 





Store 76 years old— 
and growing younger 


Some hardware stores take great 
pride in their antiquity. They stay 
as they were well before the turn 
of the century. Others continu- 
ously change their layout, service 
and lines of merchandise. 

To say “our store served your 
grandfather” means little to the 
present-day consumer. He wants 
new merchandise, modern mer- 
chandise, good service and a fairly 
wide assortment. Give it to him, 
and his family, and you build traf- 
fic and make greater sales. 

In Scituate, Mass., a firm proud 
of its 76 years of operation is the 


Welch Co. Established as a hard- 
ware store in 1879, the firm has 
withstood a number of changes in 
the buying habits of its trade. 
Several new departments have 
been added in recent years. These 
include a gift shop in 1942, an 
electrical department in 1945 and 
a restaurant in 1946. The firm’s 
electrical shop features appli- 
ances, radio and television. Wall- 
paper and paint were later added. 
A power tool room is a more 
recent addition. That section has 
a number of power tools hooked 
up for demonstration at all times. 


Cross aisles and lengthwise aisles help to better circulate store traffic in 


this section. 
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FOR LIFETIME SATISFACTION AT SOMERSET, PA. 


A.W. FR 
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SOMERSET. Pt 
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_ Chances for getting business 
loans from the SBA are good 


If you need a _ business: loan, 
chances are pretty good for getting 
it from the Small Business Admin- 
istration. 

The SBA lent $13.6 million to 
small businesses in October. This 
was the second largest lending 
month since SBA began lending in 
October, 1953. 

November loans were expected 
| to be higher. The SBA reports 
| it received a record number of 
| loan applications in October. Al- 
| lowing for processing, this means 
| the number of loans in November 

might set a record. 

Earlier this year, SBA reported 
it was okaying a higher percentage 

_ of loan applications. 


NOW Vacuum Packed in 
plastic on colorful cards for 


EXTRA: ssics"ert 


* SALES APPEAL 
+ PROFIT APPEAL 
Dealers will appreciate the convenience and 
increased salability of this new style packag- 
ing which keeps merchandise a 4 | year on record, judging from fig- 
lia 


clean and new looking. Customers wi « he / ures just released by the Census 
ciate it too, for it shows product to best | Bureau. 


Record sales for 1957 seen 
_ from Census Bureau report 


This year may be the best sales 





advantage, is sanitary and safe, eliminating 
danger from sharp edges. It's the biggest 
advance in cutlery merchandising in years — 
see it and you'll agree. 


The bureau reports the average 
income for men working full-time 


in 1955 reached a record high of 


$4,200. That year also set a sales 
| record. 
| Last year, as sales climbed to 
| a new high, government figures 
| showed earnings still on the rise. 
| Higher earnings are predicted 
| for many workers in 1957. Hence 
higher sales probably will follow. 


in your cash register . 
BE SURE TO SEE THE GOODELL LINE AT THE 
INDEPENDENT HOUSEWARES SHOW 


BOOTH 60 


HOTEL MORRISON 


MADISON & CLARK STS. 
CHICAGO 


_ Builders hardware sales 
| should be higher in 1957 


More builders’ hardware should 
be sold this year. 

The government predicts the 
same number of houses will be 
built as in 1956, but the trend will 
be toward larger, more expensive 
homes. This trend started in 1956. 

The Labor Dept., after a survey 
of housing in 1956, found that 
houses built last year were larger 
| and more expensive than those 
built the year before. 

(Resume reading on page 11) 


JAN. 17 — 24th 
1957 


= Ask Your Jobber! 

Fine Cutlery Easy to Buy, Stock and 

Priced to Sell because it's a com- 

Sell plete line of Best-Sellers 
from a Single Dependable 
Source. 


GOODELL 
COMPANY 


ANTRIM, N. H. 


Cutlers Since 


1875 
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Non-Toxic 
and Even 
Faster Drying 
than Ever 


More Quik-Spray 
is Sold in Paint 
ABOle me st: hueh' is: 0 us 


Other Spray Paint 


( yh SX 


aL ACQu at ‘< | - > pre-sold for you in 
n - - | | 
ENAMEL : . : | , : 4 .  Cipomaineare Reena me, 


LIFE 


GOOD 
HOUSEKEEPI 


4d 
Daisctivore-cipnesceuntecas ciara cae 
- Seas . 


Sheftield BRONZE PAINT CORP. 


CLEVELAND 19, OHIO 
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MADE T0 Convention Calendar 


MEASURE 1957 1958 
to fit 


your For complete details about the convention listed by dates be'ow use 
——— the alphabetical listings following this quick check list. 


marki 1 1957 4. & New York State Retail Hardware 
| Assn. 


January 5- 7 Wisconsin Retail Hardware Assn. 


it 5- 8 lo Retail Hardware Assn. 
needs 6- 8 Illinois Retail Hardware Assn. b- candatinus Retail Hardware 
7- Massachusetts Hardware Distrib- Assn. 


utors, Inc., Convention, Cam- 6- 7 Emery-Waterhouse Co. Merchan- 
bridge, Mass. dise Show, Portland, Me. 

7- 9 Western Retail Implement & 10-11 Rice & Miller Co. Merchandise 
Hardware Assn. Show, Bangor, Me. 

13- Massachusetts Hardware Distrib- 10 Shae Rabel thanieen dak 
utors, Inc., Spring & Summer 10-12 Tri-State Hardware & Implement 
Show, Cambridge, Mass. Assn. 

13-15 Hibbard, Spencer, Bartlett & Co., 10-12 Virginia Retail Hardware Assn. 
ses smmcage Show & Convention, 10-13 California Retail Hardware Assn. 
vanston, : , : Ace Hardware Corp. Annual 

14-16 Janney, Semple, Hill & Co. Re- Convention & Exhibit, Chicago 
tailers Conference & Spring Mar- -13 Ohio Hardware Assn. 


ket, Minneapolis ; -13 Our Own Hardware Co. Annual 
15-16 North Dakota Retail Hardware Stockholders Meeting & Mer- 


Assn. 





a 


conventions conferences 





= 








Convention Check List 


Si chandise Show, Minneapolis 
17-24 National Housewares — Exhibit, Nebraska Retail Hardware Assn. 


Chicago 13-14 Emery-Waterhouse Co. Merchan- 
20-22 Intermountain Assn. of Hardware dise Show, Manchester, N. H. 


& Implement Dealers 17-18 Arkansas Retail Hardware Assn. 
22-24 Minnesota Retail Hardware Assn. 17-19 National Garden Supply Dealer 
22-24 Mountain States Hardware & Im- Show, New York 


plement Assn. 17-19 Northern Wholesale Hardware 
27-29 Pacific Northwest Hardware & Pin: ‘Citeettnn  (hieiedien 


Implement Assn. Sho Portland, O 
27-29 Tennessee Retail Hardware Assn. 17-19 West Virainic pe ae Assn. 
27-30 Texas Hardware & Implement 17-22 Decatur & Hopkins Co. Sprina 
Assn. : Open House, Boston 
27-30 W. Bingham Co. Spring Mer- 18-19 Marshall-Wells Co. 
chandise & Sporting Goods 
Show, Cleveland, Ohio 19-21 Hardware Assn. of the Carolinas 
27-30 Gift Show, Washington, D. C. 19-21 Kentucky Retail Hardware Assn. 
28-29 American Hardware Supply Co. 19-21 Missouri Retail Hardware Assn. 


Merchandise Fair & Stockholders 19-2! Pacific Southwest Hardware Assn. 


Meeting, Pittsburgh 19-22 New Enaland Housewares Show, 
28-29 Wisco Hardware Co. Merchan- wren 


dising School & Sales Show, Mad- [280 Dew, Cacinad Hatduors 
ison, W 


is. A 
28-30 Matshall-Wells Co. Convention, °1-22 Marchall.Wells Co. Convention. 


ve Pp een pe vy 


Lad BAd 








Convention, 
Spokane 





~ 
"0 
U 
2 
q 


Dealers 








Duluth Billings 
- 29-31 Indiana Retail Hardware Assn. 24-25 Mississippi Retail Hardware Assn. 


29-31 Pennsylvania & Atlantic Sea- 94.28 Michiaan Retail Hordwore Assn. 

Pick A Master Craftsman board Hardware Assn. 24-March | Gift Show. New York 

for Special Markers, Too! 25-27 Marshall-Wel!ls Co. Convention, 
For over a hundred years ‘American’ February Portland 


has specialized in tailor-made crayons for ° 
eountions precenses ané purposes. 3- 5 North Coast Retail Hardware 


. March 
Our mint of experience allows us to Assn. we 


develop prescription-made markers for 3- 6 Oklahoma Hardware & Imple- 3- 5 Cotter & Co. Merchandise Show 
every phase of materials handling, from sti hi- 
raw material to finished products. ment Assn. &. Stockholders Mee — ae 


Whether it’s a product, part or tag 3- 7 National Sporting Goods Assn. caqo 
you're marking—for identification, desig- Convention 4. 8 Gift Show, Boston 
nation or warehous- 3-14 Gift Show, Chicago 6-15 American Toy Fair, New York 
“dcrtoan t she 4. & Kelley-How-Thomson Co. Mer- 17-19 Florida & Georgia Retail Hard- 


chandise Show, Duluth, Minn. ware Assn. 











National Events 


Industrial Supply Convention, June Mark Hopkins Hotel headquarters 
18-20, at San Francisco, Calif. for American Supply & Machinery 


ANOUSKY. OHIO NEW YORK , : 
Attendance restricted to members. Mfrs. Assn.; Fairmont Hotel head- 
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“My customers who have used brushes 


Mr. Roush demonstrates the liveliness of a paintbrush 
bristled with TYNEX nylon. “| especially recommend 
these brushes for their lasting qualities and because 
their bristles don’t swell or spread with water-emulsion 
paints,’’ he says. 





Well-made brushes with “TYNEX” bristles 
have all these advantages: 


1. Full paint pickup 2. Smooth, even flow 
3. Right for all paints, varnishes, lacquers 


4. Easy to clean 5. Last 3 to 5 times longer 








BETTER THINGS FOR BETTER LIVING . .. . THROUGH CHEMISTRY 


“TYNEX” bristles 
are the most widely 


arf HC HOME 


advertised bristles... 


backed by a continuing campaign 


~ . LAR 7} 
| Renn "i Tes y 


in these leading national magazines 


” 
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with }wvgjE< nylon bristles 
always come hack for more’ 


says Jobn M. Roush, Owner, 
Roush Hardware, Columbus, Obio 


“The effective advertising behind brushes with TYNEX 
nylon bristles is getting an increasing number of cus- 
tomers interested in using them. And it just takes one 
try. They're so pleased with the easy, streak-free re- 
sults that they return for more,” reports Mr. Roush. 

This goes for amateur and professional painters 
alike. To answer their needs, you can now carry a 
complete line of brushes with tipped and flagged 
TyYNEX nylon bristles. Feature brushes bristled with 
TyYNEX and benefit from customer satisfaction and 
repeat sales. 


TYNEX is the registered trademark for Du Pont nylon bristles 





imple Trae ee wale). 


Combined tracks in one ex- 
trusion eliminates extra work 
——just cut to desired length 
and fasten in place 


mooth ACTION 


Tempered and machined fibre 
track and glide ride smoothly 
with only finger pressure 


ilent OPERATION 


There are no moving parts to 
cause rattle and chatter 
Nothing to wear or. give 
maintenance trouble 
| 


ia 6 «a a = 


The new 


EPCO #821 TRACK FOR 
4 BY-PASSING DOORS 


Handsome new design in ex- 
truded aluminum combines two 
machined fibre inserts into one 
piece for simple, fast installation. 
To be used in conjunction with 
EPCO #1801 Clide and the new 
48A34 Upper Guide Companion 
piece of extruded aluminum. 





48A34 UPPER GUIDE 


-——— 





— 




















100 DIA. MOLES 
HOLE SPACING 8° 





821 TRACK 


SEE YOUR JOBBER 
OR WRITE 


ft) 


The ENGINEERED PRODUCTS CO.” 


P.O. BOX .118 FLINT, MICHICAN 








Convention Calendar 
(Continued) 





quarters for National Southern 
Distributors’ Assn. and Southern 
Industrial Distributors’ Assn. Spon- 
sored by ASMMA, W. B. Thomas, 
Hunter-Thomas Associates, 2130 
Keith Bldg., Cleveland 15, Ohio, 
business manager; NIDA, 1900 Arch 
St., Philadelphia 3, Pa., Robert C. 
Fernley, executive secretary; SIDA, 
712 Volunteer Bldg., Atlanta, Ga., 
E. L. Pugh, secretary-treasurer. 


National Assn. of Sheet Metal Dis- 
tributors Spring Meeting, May 16- 
17, at the Warwick Hotel, Phila- 
delphia. Thomas A. Fernley, Jr., 
executive secretary, 1900 Arch St., 
Philadelphia 3, Pa. 


National Garden Supply Dealer Show, 
Feb. 17-19, at the Coliseum; hotel 
headquarters, Concourse Plaza Ho- 
tel, New York, N. Y. Sponsored by 
D. Murray Franklin, 1901 St. Paul 
St., Baltimore, Md. 


National Housewares Exhibit, Jan. 17- 
24, at Navy Pier and Drill Hall, 
Chicago. Sponsored by the National 
Housewares Mfrs. Assn., 1140 Mer- 
chandise Mart, Chicago 54; Dolph 
Zapfel, executive secretary. 


National Sporting Goods Assn. Con- 
vention and Show, Feb. 3-7, at Hotel 
Morrison, Chicago. Sponsored by 
the National Sporting Goods Assn., 
716 Rush St., Chicago 11, Ill. 


Toy Fair, The American, March 6-15. 
Temporary exhibits at Hotels New 
Yorker and Sheraton-McAlpin; per- 
manent exhibits at 200 Fifth Ave. 
and 1107 Broadway. Horatio D. 
Clark, Toy Mfrs. of the U. S. A., 
Inc., 200 Fifth Ave., New York 10, 
ma Se 


Regional Events 


Ace Hardware Corp., Chicago, 33rd 
Annual Convention and Exhibit, 
Feb. 11-13, at Conrad Hilton Hotel, 
Chicago. Arthur Krausman, con- 
vention manager. 


American Hardware Supply Co., Pitts- 
burgh, Annual Merchandise Fair 
and Stockholders’ Meeting, Jan. 
28-29, at company office and ware- 
house, 41 Terminal Way, Pittsburgh 
19, Pa. 


W. Bingham Co., Cleveland, Spring 
Merchandise & Sporting Goods 
Show, Jan. 27-30, at company 
warehouse, 1278-98 W. Ninth St., 
Cleveland, Ohio. 


Cotter & Co., Chicago, Annual Mer- 
chandise Show and Stockholders’ 
Meeting, March 3-5, at company 
warehouse, 36 E. Illinois St., and 
Sheraton Hotel, Chicago. 


Decatur & Hopkins Co., 93 Berkeley 
St., Boston, Spring Open House, 
Feb. 17-22, at company salesroom 
and warehouse. 


Emery-Waterhouse Co., Merchandise 
Shows, Feb. 6-7 at new warehouse 
in Portland, Me., and Feb. 13-14 at 
1111 Candia Rd., Manchester, N. H. 


Gift Shows: Washington, Hotel Wil- 
lard, Jan. 27-30; Chicago, LaSalle 
Hotel and Palmer House, Feb. 3-14; 
New York, Hotel New Yorker and 
New York Trade Show Building, 
Feb. 24-March 1; Boston, Hotel 
Statler, March 4-8; Philadelphia, 
Hotel Benjamin Franklin, March 
17-20. George F. Little Manage- 
ment, 220 Fifth Ave., New York 
1, except Chicago Show, which is 
conducted by Eastern Mfrs. & Im- 
porters Exhibit, Inc., George F. Lit- 
tle, managing director. 


Hibbard Spencer, Bartlett & Co., 2201 
W. Howard St., Evanston, Ill, 4th 
Annual Merchandise Show & Con- 
vention, Jan. 13-15, at company 
warehouse. 


Janney, Semple, Hill & Co., 22-26 
Second St. South, Minneapolis 1, 
4th Annual Retailers’ Conference 
and Spring Market, Jan. 14-16. 
Meetings at Hotel Leamington, ex- 
hibits at North Star Bldg. 


Kelley-How-Thomson Co., 309-349 S. 
Fifth Ave., Duluth, Minn., Merchan- 
dise Show, Feb. 4-6, at company 
warehouse. 


Marshall-Wells Co. Conventions, Jan. 
28-30 in Duluth, Minn.; Feb. 18-19 
in Spokane, Wash.; Feb. 21-22 in 
Billings, Mont., and Feb. 25-27 in 
Portland, Ore. 


Massachusetts Hardware Distributors, 
Inc., dealer-owned wholesaler, 11 
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"I'd like one with a safety belt.” 
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Now! The REAL BRICK LOOK © 


“SO REAL: YOU 


* 
HAVE TO FEEL IT at amazingly low cost! 


TO BE SURE” 


/ 


| —_— . 
me 
Greatest “DO-IT-YOURSELF” idea in years! ara 


| 


[E-7 DECORATIVE BRI 


Even a child can do it with the 
Re eee we we 


E-Z “YAG/C TEMPLATE’! 


Y ache gee ek 2 ea El *PATENT APPLIED FOR 
E-Z Decorative Brick imparts the sought after “true brick’’ 
look at a fraction of the cost of real brick! Applying E-Z 
Brick is an ideal leisure time activity! Anyone ... even a 
child . . . can do a professional looking job quickly and 
easily with the E-Z MAGIC TEMPLATE PATTERN, that in- 


genious device that takes all the guesswork out of applying 
E-Z Decorative Brick! 





MADE of COMPRESSED CORK 
e INSULATES WALLS «¢ ABSORBS SOUND 


e LIGHTWEIGHT .. . requires no special base support. 

e Apply above or below grade on any interior surface: 
WOOD, CEMENT BLOCKS, PLASTER, PAINT, WALLPAPER, 
CEMENT, WALLBOARD 


PAINT ANY COLOR .. 





. either before or after application to fit into 
any color scheme. Every E-Z BRICK 
SALE IS A PAINT SALE, TOO! 


STAIRWAYS PLANTERS OFFICES 


a 


Sa | 
Se SS 
ATTRACTIVELY a WW, 
PACKAGED IN : JAN iY AB 


, 


EACH 10 Square Feet of E-Z BRICK 
(Regular or Roman style) 

KIT 1 E-Z MAGIC TEMPLATE PATTERN 

CONTAINS: [1 ADHESIVE APPLICATOR STICK LIVING ROOMS 


NOTE: ANY LINOLEUM ADHESIVE CAN BE USED TO APPLY E-Z BRICK a ee ee 


E-Z DECORATIVE BRICK CO., INC. DEPT. A 
2630 HENNEPIN AVENUE, MINNEAPOLIS 8, MINN. 


AOR. CILTAG) 4 MONEY MAKING OPENING 7 Please send complete information on opening E-Z Decorative Brick deal. 
NA/f 147 / A COUPON TOOAY P hasta Lng TITLE a? 


FIRM ___ 
STRESS 





E-Z DECORATIVE BRICK CO., INC. 


2630 HENNEPIN AVE. + MINNEAPOLIS 8, MINN. POET EA Ae Oe 


ADDRESS:__ 


i 
i 
ASSOCIATE MEMBER: NATIONAL WALLPAPER WHOLESALERS ASSOCIATION f 








THAT CASH REGISTER 
LOUD AND OFTEN! 
STOCK aRnstiC 6g” 


HOUSEWARES 

Here's THE line of kitchen housewares 
with everything: full assortment—smart colors 
—superior construction—sales appeal to spare! 
Drainers ... sink racks... drain trays... every- 
thing for the modern kitchen at a price shoppers 
like, handsomely finished in heavy Viny! plastic 
that will last for years—never blister, soften or 
become gummy in hot water, soap and acids. 


HERE’S MORE BIG NEWS! Artistic Vinyimaid 
Housewares are color styled in exciting new 
decorator colors: lemon yellow, red, white, pink 
and turquoise! 


SEE YOUR HARDWARE or HOUSEWARES 
WHOLESALER! 


No. 55-9 
VINYL 
DELUXE 
DRAINER 


y No. 55-1, No. 55-2 
STYRO-SHEEN 
DRAIN TRAY 


Janvary HOUSEWARES SHOW 
Booths 1024-1026, Navy Pier, Chicago 








Send today for NEW catalog 
and prices on more than 80 
fast selling, money-making 
Artistic Housewares. 
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Miller St., Somerville, Mass., an- 
nual convention Jan. 7; annual 
Spring and Summer Show, Jan. 13. 
All sessions at Hotel Continental, 
Cambridge, Mass. 


New England Housewares Show, Feb. 
19-22, at the Parker House, Boston, 
Mass. Hugh R. Rooney, show com- 
mittee chairman, Parker House, 
Boston 7, Mass. 


Northern Wholesale Hardware Co., 
dealer-owned wholesaler, 805 N.W. 
Glisan St., Portland, Ore., annual 
Convention and Merchandise Show, 
Feb. 17-19, in Portland. 


Our Own Hardware Co., Minneapolis, 
Annual Stockholders’ Meeting and 
Merchandise Show, Feb. 11-13, at 
company offices and warehouse, 618 
N. Third St., Minneapolis. 


Rice & Miller Co., 78 Rice St., Bangor, 
Me., Merchandise Show, Feb. 10-11, 
at company warehouse. 


Southern Hardware Convention of the 
Southern Wholesale Hardware 
Assn. and the American Hardware 
Mfrs. Assn., April 7-11, Palm Beach, 
Fla. SWHA managing director, T. 
W. McAllister, 814 Metcalf Bldg., 
Orlando, Fla.;}' AHMA secretary, 
Arthur L. Faubel, 342 Madison 
Ave., New York 17. 


Wisco Hardware Co., dealer-owned 
Wholesaler of Madison, Wis., an- 
nual merchandising school and Sales 
Show, Jan. 28-29, at company head- 
quarters, 15 S. Brearly, Madison. 


State Events 


Alabama Retail Hardware Assn. Con- 
vention, Feb. 10-12. Sessions and 
exhibit at State Coliseum, hotel 
headquarters Whitley & Jefferson 
Davis Hotels, Montgomery. Charles 
Giles, 409 N. 23rd St., Birming- 
ham 3. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 17-18. Sessions and 
exhibit at Robinson Auditorium, 
hotel headquarters Marion Hotel, 
Little Rock. J. Wayne Tisdale, 908 
Rector Bldg., Little Rock. 


California Retail Hardware Assn. 
Convention, Feb. 10-13. Sessions, 
exhibit and hotel headquarters at 
Fairmont Hotel, San Francisco. 
Kreuger B. Jacobsen, 122 Ninth St., 
San Francisco 3. 


Connecticut Hardware Assn. Conven- 
tion, Feb. 6. Sessions and hotel 
headquarters at Statler Hotel, 
Hartford. Ned Russell, Harris 
Hardware, Southport. 


Florida & Georgia Retail Hardware 


Assns. Joint Convention, March 17- 
19, 1957. Hotel headquarters at 
George Washington Hotel, Jackson- 
ville, Fla. W. W. Howell, P. O. 
Drawer 1000, 1640 Plant Ave., Way- 
cross, Ga. 


Hardware Assn. of the Carolinas Con- 
vention, Feb. 19-21, 1957. Sessions 
and exhibit at Radio City Audito- 
rium, hotel headquarters Charlotte 
Hotel, Charlotte, N. C. Martin F. 
Kaelke, managing director, P. O. 
Box 6215, Charlotte 7, N. C. 


Illinois Retail Hardware Assn. Con- 
vention & Trade Show, Jan. 6-8. 
Sessions and hotel headquarters at 
Pere Marquette Hotel, exhibit at 
Armory, Peoria. William F. Ewert, 
1194 Merchandise Mart, Chicago 54. 


Indiana Retail Hardware Assn. Con- 
vention, Jan. 29-31. Sessions and 
exhibit at Morat Temple; hotel 
headquarters Sheraton-Lincoln Ho- 
tel, Indianapolis. W. J. Sheely, 964 
N. Pennsylvania St., Indianapolis 4. 


Intermountain Assn. of Hardware & 
Implement Dealers Convention, Jan. 
20-22. Sessions and hotel headquar- 
ters at Hotel Utah, Salt Lake City, 
Utah. Leon L. Weeks, 308 Conti- 
nental Bank Bldg., Boise, Idaho. 


Iowa Retail Hardware Assn. Conven- 
tion and Iowa Hardware & Appli- 
ance Buyers Show, Feb. 5-8. Ses- 
sions and exhibit at New Veterans 
Memorial Auditorium; hotel head- 
quarters Hotel Savery, Des Moines. 
Philip R. Jacobson, 520 W. 35th St., 
Des Moines 12. 


Kentucky Retail Hardware Assn. Con- 
vention, Feb. 19-21, 1957. Sessions, 
exhibit and hotel headquarters at 
Kentucky Hotel, Louisville. Edward 
Keiley, 501 Republic Bldg., Louis- 
ville 2. 


Louisiana Retail Hardware Assn. Con- 
vention, March 31-April 1, 1957. 
Sessions, exhibit and hotel head- 
quarters at Roosevelt Hotel, New 
Orleans. David O. Mansfield, P. O. 
Box 1696, Jackson 5, Miss. 


Michigan Retail Hardware Assn. Kol- 
lege of Product Knowledge, Feb. 
24-25, Hotel Statler; Annual Con- 
vention sessions, Feb. 26-28, at 
Hotel Statler; exhibit at Detroit 
Artillery Armory, Detroit. Harold 
W. Schumacher, 1916 Michigan Na- 
tional Tower, Lansing 8. 


Minnesota Retail Hardware Assn. 
Convention, Jan. 22-24. Sessions and 
hotel headquarters at Curtis Hotel, 
exhibit at Minneapolis, Auditorium, 
Minneapolis. C. J. Christopher, 3033 
Excelsior Blvd., Minneapolis 4. 


Mississippi Retail Hardware Assn. 
Convention, Feb. 24-25, 1957. Ses- 
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Everybody Wants 9, “som  eag : 
3 = 1 A> 15” Giant Barbecue 
Ken berry y ¥ os A — =) and Kitchen Tongs 


GADGETS - 


Display these GADGETS : - tae 

and you SELL them 7 ll eee 

in Profitable Quantity 16” Stainless ey 
SKEWERS 


1.98 
A Few of the 50 Kenberry Gadgets mt 


QUICK ; -_ . 
BAKED Authentic Armenian Drip!ess Twist 
POTATOES 


% 


’ 4 Ome 
<i nae ae Gadget Business Is 
ect \ ee 


conducting “us 


So pS le BIG and It’s Getting 
i. ee Fim 
§ 
BIGGER! 


Your gadget counter is a magnet that 
draws customers. The more variety you 
show the more you sell. No wonder the 
trade is “gadget conscious,” because 
gadgets are highly profitable. And the 
Kenberry line is the primary source 
for a fast action gadget counter. Job- 
bers everywhere stock many Kenberry 
Gadgets for quick local service. Check 
your counters and order the variety of 
products you need for profitable selling. 


PPTs all SIZES © 


ep ) 39% 69 ONE MONTGOMERY ST. L 
or Wrench 39¢ Stainless Tongs 25<, 39¢ 69% BELLEVILLE 9,NJ. enberry GADGETS 


Use Peg Boards to Sell Gadgets Ask your Jobber 


or write for list. 
lil Silat a Sell gadgets on peg boards, 


up where they can be seen. 
Show many products in small 
area. Save counter and bin 
space for other goods. Use 
wall space, counter backs. 
Use your own peg boards, or 
order Kenberry Display. 


THIS DISPLAY TAKES 
NO COUNTER SPACE 


Stands over counter bins. - 
Supplied with assortment of - ‘ asians 
Kenberry best sellers. Ask nas OR GADGETS 


a 
; Pad 
your jobber for details. n= “= = 


Order from‘the only large gadget line from a single factory source 


) 
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2 NEW MODELS 


WHIZ-SAW 


America's First and Finest 
Reciprocal-Action Saw 


NEW MODEL NO. 10 
1" cut 


$34.95 





NEW MODEL NO.15 
2"* cut 


$79.95 
NEW DISCOUNT SCHEDULE 


Two new low priced models of the ORIGINAL 
WHIZ-SAW are offered at a new discount rate 
that puts more money in your pocket. Built 
with the same skill that enables the Whiz-Saw 
to out perform any | aw sag saw at any price. 
See your Hardware Jobber 





WHALE HACK SAW NO. W61 


This sturdy Hack Saw is built to withstand 
rugged duty. Perfectly balanced for control. 
Has rubber composition handle, re-inforced back 
for extra strength. Adjustable for 8" to 12" 
blades that can be faced in 4 directions. 
Nickel plated stock. Individually packaged. 





Viking Coping Saw 
NO. VO10 

The VOIO is the choice of 
dealers across the U.S. The 
flat steel frame is nickel- 
plated and has a hard- 
wood handle. Adjustable 
for tension. 


Viking Hand Drill 


NO. V¥700 

Perfectly balanced, the V700 is 
an ideal tool. Die-cast pinions 
and geor are “factory tested". 
Tool steel chuck has 3 — 

gripping jaws — %,"" capacity. 
Length I1'/,". 


Over 45 Years Experience Making Highest ile Tools 


THE FORSBERG MFG. COMPANY 


Seaview Avenue, Bridgeport 1, Connecticut, U.S.A. 


124 




















Convention Calendar 
(Continued) 





sions, exhibit and hote] headquarters 
at Heidelburg Hotel, Jackson. David 
O. Mansfield, P. O. Box 1696, Jack- 
son 5. 


Missouri Retail Hardware Assn. Con- 
vention, Feb. 19-21, 1957. Sessions 
exhibit and hotel headquarters at 
Sheraton-Jefferson Hotel, St. Louis. 
Fred Boemer, 2340 Hampton Ave., 
St. Louis 10. 


Mountain States Hardware & Imple- 
ment Assn. Convention, Jan. 22-24. 
Sessions and hotel headquarters at 
Cosmopolitan Hotel, Denver, Colo. 
Francis W. Reich, P. O. Box 73, 
Boulder, Colo. 


Nebraska Retail Hardware Assn. Con- 
vention, Feb. 12-14. Sessions and 
exhibit at Omaha City Auditorium; 
hotel headquarters, Fontenelle 
Hotel, Omaha. C. A. McCoy, 325 
Insurance Bldg., Lincoln 8. 


New England Hardware Dealers Assn. 
Convention, Feb. 20-22, 1957. Ses- 
sions and hotel headquarters at 
Statler Hotel, exhibit at hotel and 
First Corps Cadet Armory, Boston, 
Mass. A. C. MacHardy, 185 Dart- 
mouth St., Boston 16. 


New York State Retail Hardware 
Assn. Convention, Feb. 4-6. Sessions 
and hotel headquarters at Hotel 
Statler; exhibit at Memorial Audi- 
torium, Buffalo. Nicholas H. Kiley, 
Hills Bldg., Syracuse 2. 


North Coast Retail Hardware Assn. 
Convention, Feb. 3-5. Hotel head- 
quarters New Washington Hotel, 
sessions and exhibit at Senator 
Auditorium, Seattle, Wash. Martin 
W. Danko, Route 12, Box 109, Fife 
Sq., Tacoma, Wash. 


North Dakota Retail Hardware Assn. 
Convention, Jan. 15-16. Sessions, ex- 
hibit and hotel headquarters at 
Graver Hotel, Fargo. Miss E. J. 
McGrann, 541, Broadway, Fargo. 


Ohio Hardware Assn. Convention, Feb. 
11-13. Sessions and hotel headquar- 
ters at Hotel Cleveland, exhibit at 
Cleveland Public Auditorium, Cleve- 
land. John B. Conklin, 1540 W. Fifth 
Ave., Columbus 12. 


Oklahoma Hardware & Implement 
Assn. Convention, Feb. 3-6. Sessions 
and exhibit at State Fair Grounds; 
hotel headquarters Skirvin Hotel, 
Oklahoma City. Aaron Gritzmaker 
512 Midwest Bldg., Oklahoma City. 


Pacific Northwest Hardware & Im- 
plement Assn. Convention, Jan. 27- 
29. Hotel headquarters and sessions 
at Davenport Hotel, Spokane, Wash. 
J. Malcolm Smith, 210 Bmpire State 


Bldg., Spokane 1, Wash. 


Pacific Southwest Hardware Assn. 
Convention, Feb. 19-21, 1957. Ses- 
sions and hotel headquarters at 
Lafayette Hotel, exhibit at Munic- 
ipal Auditorium, Long Beach, Calif. 
Otto H. Grigg, 1519 §S. Garfield 
Ave., Los Angeles 22, Calif. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Jan. 
29-31. Sessions and exhibit at Con- 
vention Hall; hotel headquarters 
Penn Sherwood Hotel, Philadelphia. 
L. W. Jenness, 707-710, 1616 Walnut 
St., Philadelphia 3. 


South Dakota Retail Hardware Assn. 
Convention, March 19-21. Sessions 
and exhibit at Coliseum Auditorium, 
hotel headquarters Carpenter Hotel, 
Sioux Falls. H. T. Benson, 2108 S. 
Western Ave., Sioux Falls. 


Tennessee Retail Hardware Assn. 
Convention, Jan. 27-29. Sessions, ex- 
hibit and hotel headquarters at 
Hotel Chisca, Memphis. Morris 
Jones, P. O. Box 784, Nashville. 


Texas Wholesale Hardware Assn. 
and Texas Boosters Club Annual 
Convention, June 13-15, San An- 
tonio. Howard Weddington, 1327 
National City Bldg., Dallas 1 


Texas Hardware & Implement Assn. 
Convention, Jan. 27-30. Sessions, ex- 
hibit and hotel headquarters at 
Shamrock Hilton, Houston. R. M. 
Souder, 1108 Gibraltar Life Bldg., 
Dallas 2. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 10-12. Ses- 
sions, exhibit and hotel headquar- 
ters at Herring Hotel, Amarillo, 
Texas. R. B. Allen, executive secre- 
tary, 1408 4th Ave., Canyon, Texas. 


Virginia Retail Hardware Assn. Con- 
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"Look, Agnes, | feel no pane!” 
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Gently press the colored button... 
blade returns smoothly ... you control the speed. 
Release the button... blade stops instantly. 


Here it is . . . a completely new principle in steel measur- EVANS VOTED AMERICA’S BEST PACKAGED, 
ing tapes—Controlled-Speed Blade Return—The greatest BEST MERCHANDISED TAPE LINE! 
single mechanical improvement in steel tape history. 


No more pushing blade back into case, no blade “creep,” 
no lost measurements. 

And new “Power-Tape” has all the other best-selling 
Evans quality features, too. Heavily chrome-plated 
case, new giant sliding end hook for 100% accurate 
inside-outside measuring, white Bonderized steel blade 
... precision-marked in both inches and feet-and-inches. 
Unconditionally guaranteed, of course. 


That’s right! In a recent nationwide survey of retailers, 
Evans led the field...topping nearest competition by 
over 31%. 

And no wonder! In the last 6 years, Evans steel tape 
“FIRSTS” have made packaging, pricing and merchan- 
dising history...and have multiplied steel tape sales 
for every dealer in both the U.S.A. and Canada. 
Now — with new “Power-Tape”...EVANS DOES IT 
AGAIN ...by introducing the first and only tape with 
Controlled-Speed Blade Return... by marketing this 


BACKED BY EVANS QUALITY... PACKED FOR PROMOTION! remarkable tape at down-to-earth prices... and by 


@ Each tape in its own clear Tenite “Peg Board Box” — with magni- backing you with the best merchandising program and 
fying lens in lid — hangs up for attractive store display, for handy . . . 

promotion in the industry. 
workbench convenience. eee 


e LO-INVENTORY assortment 
in 4-color counter display box—lets 
you stock a full range of sizes in a 
single dozen tapes! Self -demon- 
Strating . . . one tape chained to 
“Try It” display ... your custom- 
ers can fest its sales-compelling 
push-button action. 


Priced only pennies more than ordinary push-pull tapes! 
PT 6W — 6 ft. PT8W-—S8ft. PT1IOW—10ft. PT12W—12 ft. 
List $1.19 List $1.39 List $1.69 List $1.98 


These retail prices provide full mark-up for dealers. 


‘ 
“Power-Tape”’ prices reflect a business philosophy that has won | 
the respect of America’s dealers and distributors. Evans policy is 
to introduce finer products at mass-market prices. This has been | 

@ Also available pecked in 44-doz. done consistently over the years from the day that the first Evans 

display boxes of 6 ft., 8 ft., 10 ft., | 

or 12 ft. 
—J 


Tape was manufactured. Every Evans Product carries a factory 
guarantee — with complete satisfaction for the customer. 
Where can you find a better source of worry-free inventory and 
stable, consistent high-volume sales? 





World’s Largest Manufacturer 


RULE co. Elizabeth, N.J. * Montreal, Que. of Steel Measuring Tapes 
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vention, Feb. 10-12. Sessions, ex- 
POLYETHYLENE * hibit and hotel headquarters at 
PAIL « Hotel Roanoke, Roanoke. G. T. 


LEMON YELLOW EA % Omohundro, Jr., Scottsville. 


ae Western Retail Implement & Hard- 
Luxury decorator colors accented | 1 ware Assn. Convention, Jan. 7-9. 
with gleaming chrome, in the five ‘ Sessions and exhibit at Auditorium; 
- é ‘ ; ' hotel headquarters Hotel President, 
best-selling items. Continuous | ; Kansas City, Mo. J. Keith Melvin, 
sales with high profit margins. : : 638-40 W. 39th St., Kansas City 11, 
Backed by 32 years experience in : Mo. 
the manufacture of quality kitchen 1 West Virginia Hardware Assn. Con- 
specialties. 4 vention, Feb. 17-19. Sessions exhibit 
| and hotel headquarters at Daniel 
Boone Hotel, Charleston. James C. 
Fielding, 1628 McClung St., Char- 
leston 1. 








Sanette 
AE a Wisconsin Retail Hardware Assn. 
eled styles . . . with lustrous | Convention, Feb. 5-7. Sessions and 
chrome. rubber-cushioned exhibit at Milwaukee Auditorium- 
cover and perfect-seal 14 at. Arena, hotel headquarters—Schroe- 
pail. | der Hotel, Milwaukee. H. A. Lewis, 

Stevens Point. 





Wells Around Supporting 
Space-saving stackable 4 
stint aaniehes Gi amanaae iets Columns Add Display Area 


with easy-grip removable 
covers. 5 lbs. Sugar, Flour; 
I'/> lbs. Coftee, Tea. 
All items in a choice of 
turquoise, pink, lemon 
yellow, red, white and 
ALL-CHROME 





~ 


Visy2 ensette 


Newest in the Masterware family. 
3-way paper dispenser, — for wax 
paper, foil and paper towels. For 
shelf or wall. 





Rreadette : If you are looking for a way to pick 

1 . up some extra display space around 
Removable shelf for pastries, ; support columns in your store, you 
pies, rolls. Rounded, easy-to- | might try building wells around the 


Built-in wood slicing board. 


clean bottom. columns. The wells can be used for 


SANETTE WAXED BAGS : | holding long narrow objects such as 
The preference of housewives — contains : : | cone poles, archery bows, paddles, 
50% more wax than imitations. Sample a garden tools, curtain rods, etc. The 
bag in every Sanette. In handy, 50 bag wells illustrated here are used at 
dispenser packages. 


Biener's Hardware Co. in Nashville, 

SB-3-50 SB-5-50 Wastette i 

cae teed f° 15 to 20 at Tenn. The upper part of the well is 
r i) es ‘ . . 

' eg ‘ ’ senetie’s eres a” 24-in. square. The sides taper down 

cans cans basket, space-saving design, - 

7 extra large capacity. to 15-in. square at the base. Occa- 

SPACES 100-146 . . . NAVY FE sionally boards are placed at the top 

MASTER METAL PRODUCTS, INC. P.O. BOX 95, BUFFALO 5, N.Y. | of the wells for displaying smaller 

Trademarks Reg. U. S. Pat. Off. — Copyright 1957 Master Metal Products, Inc. merchandise. 
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..we guarantee 


OULL CELL EVERY CAN 


Demonstrated to the Public on 
MORE THAN 300 TV STATIONS 


From Maine to California, thousands 
are seeing this magic remover convinc- 
ingly demonstrated on their television 
screens! 


Advertised in 


EIGHT GREAT NATIONAL 
CONSUMER MAGAZINES 


In the next four months alone, more 
than eleven million Z1p-StTRIP messages 
will appear in print in national con- 
sumer mabazines! 


FREE SAMPLE BOTTLES 
in every case you order! 


Pass them out to customers... use 
them for counter demonstrations that 
are so spectacular you'll sell a large 
can every time! 


you buy - 


Yes ... this is the largest-selling, non-inflam- 
mable paint and varnish remover on the market! 
That’s why we can make that sensational offer 
without challenge! 


Because Z1p-StTrip “bubbles off” old paint in 
minutes, leaves surfaces clean and ready to 
refinish immediately . . . it’s building an army 
of friends from coast to coast. 

Imagine selling your customers a remover 
that you can honestly offer on the basis that it 
will remove 8 to 10 coats with one application, 
require no sanding, is harmless to hands, 
cannot explode or burn! 

Better get on the Zip-Strip bandwagon early 
this season. Tell your jobber to deliver you 
genuine Zip-STrip ... the paint and varnish 
remover we guarantee you'll sell! 


with the 


Zip: Strip ==, 


“Bubble 


action! 


A product of STAR BRONZE COMPANY, Alliance, Ohio 
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WHAT'S NEW 





@ For more information on these products and services 
use free post card on page 131. 


(Continued frum page 13) 


drain is on three of the four sizes. 
American Thermos Products Co. 


For more data circle No. 10 on postcard, p. 131 


Small engine starter system 


Owners of light power equipment 
will be interested in this push but- 
ton starter system for mower and 
small tractor engines. The unit is 
available in a replacement kit for 
existing mowers now powered by 
rewind starters. The starter is 


operated by battery. It is also avail- 
able as an a-c plug-in unit. Fair- 
banks, Morse & Co. 


For more data circle No. 11 on postcard, p. 131 


All size tubing cutter 


This tubing cutter handles cop- 
per, aluminum, brass and plastic 
tubing and provides a % to 3% in. 
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cutting capacity. The tube cutter 
wheels are easily changed. It 
weighs 2 lb, 9 oz and can be carried 
in a shirt pocket. Erie Tool Works. 


For more data circle No. 12 on postcard, p. 131 


Orbital and belt sanders 


One orbital and one belt sander 
have been added to the Stanley line 
of portable power tools. The H36 
orbital sander has a pad size of 
71/16 by 3% in. Orbit size is 3/16 


in. The H-31 is a 3 in. belt sander 
featuring cool operation. Belt size 
is 3 by 24 in. The Stanley Works. 


For more data circle No. 13 on postcard, p. 131 


Nylon reinforced garden hose 


This hose is built to withstand 
high water pressure. The Resinite 
braided Tri-Plex hose is reinforced 
with braided nylon. The outer sur- 
face is a protective, shiny green 


plastic. The hose is packaged in 25 
and 50 ft lengths. Resin Industries. 


For more data circle No. 14 on postcard, p. 131 


Garden shear specials 
Two bargain specials known as 
Spring Traffic Builders are being 





= te a x 





offered by this company for Hard- 
ware Week. The anvil pruning 
shear, model No. 09, retails at 
$1.69. The special grass shear, 
model No. 07, sells for 99¢. Both 
are packed 12 to a display carton. 
Seymour Smith & Son, Ine. 


For more data circle No. 15 on postcard, p. 131 


Closet shelf and rod support 


Shelves up to 12 in. wide can be 
attached to this closet shelf and rod 
support. Wooden or metal rcds up 


to 1% in. can be slipped into the 
special holder. The support is made 
of % in. embossed steel. McKinney 
Mfg. Co. 


For more data circle No. 16 on postcard, p. 131 


Front wheel drive mower 


This 20 in. self propelled rotary 
mower features front wheel drive 
for easy handling and good traction. 
The gear drive is completely en- 


HARDWARE AGE, JANUARY 3, 1957 





show ’em this plier... 
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A sale is in the making every 

2 time your customers “heft” a 

For a longer profit per sale. .. SELL QUALITY Channellock 420 plier. The reason? 
No other plier does so many jobs 
so well. It grips any shape... of 
any size (%” thru 1%”)... with 
a grip like a pipe wrench. This all 
‘round usefulness is the reason why 


more and more householders ... 





as well as mechanics . . . want and 
buy Channellock 420. So make the 
Channellock line your plier line... 
and let the Channellock 420 lead 
the way to greater profits for you. 








; i> 2 
gs . Mire ite e So = 
‘aay Te | Fe ~ ix 
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creates customer fo oe 


CHAMPION DEARMENT TOOL COMPANY 
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WHAT’S NEW 


closed and sealed. Blade has free 
floating ends to absorb shock. Cut- 
ting height is adjustable. Mower 





is powered by a 2% hp Briggs & 
Stratton 4 cycle engine. Blair Mfg. 
Co. 


For more data circle No. 17 on postcard, p. 131 


Electrical home slicer 


Housewives will be customers for 
this 25 in. electric slicing machine. 
The low priced slicer is almost 
automatic and sells for $49.95. This 
slicer is the company’s silver an- 


niversary model which will be 
backed by extensive promotion. 
General Slicing Machine Co. 


For more data circle No. 18 on postcard, p. 131 


Solid copper door lock 


The Contemporary Copper tie 
bolt lock is complete with copper 
knob, roses, face plate and strike. 
All copper parts are solid. The 


lock comes in Brite copper or 
Satin Copper finishes. Available 
with pin tumbler cylinder, dead- 


130 


locking or spring latch and bull 
nose bolt. Dexter Lock Div., Dex- 
ter Industries. 


For more data circle No. 19 on postcard, p. 131 


Elevator minnow bucket 


Ice fishermen will be interested 
in this minnow bucket that features 


an elevating device inside. The 
elevator lifts the minnows to the 
top of the bucket. The unit is a one 
piece, round, non-floating type and 
has 10 qt capacity. Old Pal, Ine. 


For more data circle No. 20 on postcard, p. 131 


Automatic 20 in. window fan 


The Fasco Super Deluxe 20 in. 
fan features eye level controls and 


heads the company’s 1957 fan line. 
Fan knobs are at the top front and 
set air direction, air speed, and 
thermostat. Thermostat controls 
fan after being set. Retails for 
$64.95. The company is also offer- 
ing three 20 in. fans in the budget 
priced Slim line. Prices are $39.95, 
$49.95 and $59.95. Fasco Indus- 
tries, Inc. 


For more data circle No. 21 on postcard, p. 131 


Stubby screwdriver kit 


The Xcelite Combination-Detach- 
able screwdriver with four quick 


change points is now available in a 
transparent plastic kit. The SK-20 
kit holds two double ended blades, 
Phillips on one end and regular on 
the other. Handle is 1% in. diam- 
eter and 2 in. long. Lists at $3.70. 
Xcelite, Inc. 


For more data circle No. 22 on postcard, p. 131 


Gold pattern on glasses 


These modern sculptured shape 
Tempo glasses are decorated with 


a 22K gold rose pattern. Provincial 
rose design appears on a 12 oz 
beverage, 16 oz cooler and a 9 oz 
Old Fashioned glass. Others are, 


(Continued on page 134) 
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CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 














































































FIRST CLASS 
PERMIT NO. 36 
(Sec. 34.9 P.L.&R.) 
New York, N. Y. 











BUSINESS REPLY CARD 


No postage necessary if mailed in th: United States 



























































POSTAGE WILL BE PAID BY 


Please use this P. O. HARDWARE AGE 


Box Address for Quick Post Office Box 60 


Check Cards Only oan ana on N. Y. 








ond 
= 
Ww 
™ 
ui 
ad 


Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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What it is... How it works 
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Each issue brings you dozens of descriptions of new products, new dis- 
plays, etc., in the “What's New" columns. You get more of these in 


tae | Y * 
D> Here is Your Quick Check Card 
HARDWARE AGE than in any other magazine. 





When you want more free information on any of these products, simply 
mark a circle around the same number on the post card as appears 
under the individual item description. 


Drop the post card in the mail box. No postage is needed. You will 
quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information 
will be sent you on each item. 














Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. 
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HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 









y BALL-BEARING 


A DOOR BUTTS 











Never a discordant 
scratch or screech 
can mar the built-in 
precision action! 











(cam ane ge cae RNR 2 
4 ee mera oe  ptetae ani ee ee 








These fine finished butts are 
designed for heavy duty and 
make light work of handling 





daily door traffic without the 
slightest sign of wear. Architects 
and builders recommend the 
installation of three butts on 
every door instead of two for 


top efficiency. 





A wide assortment of styles and 


finishes are available in these 


No. BB500RC Ball Tip Butt 


fine ball-bearing butts. Either 
round xr square corner butts are in this line and the Button Tip or 
Ball Tip style can be furnished in 3’, 4 and 412 inch sizes; they 


can also be supplied in the template style. 


x * & 

+ + All National Builders‘ Hardware products not 
* wows * only look good but are actually as good as 
* * they look. Over 50 years of fine service records 
* * bstantiate this clai 

te + substantiate this claim. 

x*y x 
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assure a smooth, silent door swing! 








Bi as 





No. BB502RC Button Tip Butt 


WTA MANUFACTURING COMPANY :- Sterling, Illinois 
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ALLEN 
KEYS 


New bright finish 
New kit 


Lower prices 





#604 Junior 
Key Kit 


Now Allen key kits pack 
more value and new sales 
appeal. 

Keys furnished in our 
key kits have a high luster 
coating — rust resistant — 
better looking — makes size 
markings easier to read. 

Six different sets, fur- 
nished in attractive new red 
plastic trimmed envelopes 
are now available at leading 
Industrial Distributors and 
Hardware Jobbers. 

Write us for descriptive 
bulletin C38, and the name 
of your nearby supplier. 


ALLEN 
ap 


MANUFACTURING COMPANY 
Hortford 2, Connecticut, U.S.A 


WHAT'S NEW 


@ For more information on these products and services 
use free post card on page 131. 


| 











(Continued from page 130) 


a 6 oz juice and 4% oz cocktail 
tumbler. Packed in sets of eight. 
Owens-Illinois Glass Co. 

For more data circle No. 23 on postcard, p. 131 


Asbestos stove mat pattern 


Housewives will be customers for 
this stove and household mat which 


features the Pine Cone pattern. 
Pine Cone features yellow with 
greens and browns against a back- 
ground of white. Available in these 
sizes: 18 x 20 in., 15% x 20 in., 
14 x 17 in., and the 7 in. round. 
Ballanoff Metal Products Co. 


For more data circle No. 24 on postcard, p. 131 


Porcelain enamel brazier 

Home barbecue enthusiasts will 
be customers for this outdoor bar- 
becue. The porcelain enamel units 


is on two 7 in. wheels and comes 
in red, yellow or turquoise. Sells 
for $15.95. Also available is a 
hostess cart with electric outlet 
that sells at $12.95. Marshallan 
Mfg. Co. 


For more data circle No. 25 on postcard, p. 131 


Redesigned 30 in. power mower 


The Jacobsen Park 30 offers new 
improvements for 1957. The 30 in. 
reel mower is powered by a 5.6 hp, 
4 eycle engine. Addition of the 
Trailmowers and Trailrite Sulky 


increase the cutting width from 30 
to 66 in. Electric starter kit is 
available. Jacobsen Mfg. Co. 


For more data circle No. 26 on postcard, p. 131 


Low priced electric jig saw 


This portable jig saw features a 
square reciprocating shaft on a 
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How to gross an — 


EXTRA £2402 i coviersae | / 
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Make Floors Beautiful ! 
RENT) = ; ae 
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Promote Holt rentals and 
related sales with this compact display 








. 

Easy threading of 
Table below shows average yearly income of $2402.00 y —— . 
from renting Holt floor equipment, and sales of related VW to 2 pipe or conduit 


items in 1,099 paint stores. You may even better this 
figure by proper placement of board. Your customers buy a lot of these threaders because 
heads snap into ratchet drive ring from either side— 


Rentals Mdse. Total , : : 
can’t fall out. Dies revers l -to- 
Sander and Edger $536.00 $1,275.00 $1,811.00 sicatiads O0tk and ch ote ~? for close-to = 
Polisher 187.00 83.00 270.00 —e- an , %” to 1’’—you can stoc 


Metts 137.00 184.00 321.00 in sets of most popular sizes. Free carrier with sets. 
Conduit and special dies available. Stock and sell 
them—for fast easy turnover! 











$860.00 $1,542.00 $2,402.00 







Display board fits into 3’x5’ space, builds store traffic, Order today. 
increases sales of repeat items like sandpaper, wax, paint, | 
etc. It is designed to display full rental line, plus other RIBEND Bolt Threaders, too— 
items, and you can “make-it-yourself” for a material cost No. OOR-B, 4°" to 1”, National 
of only $19.00—we furnish easy-to-follow instructions. coarse and fine thread, efficient 
drop-head dies. 


Now is the time to get in on this profitable rental busi- 
ness. Ask your Holt distributor for display board instruc- 
tion sheet, and full details on our money-making rental 


plan, or write to Dept. P11. - | 


SALES AND SERVICE CENTERS IN MAJOR CITIES | 


UG, Sth CO. 
































669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. The Ridge Tool Company, Elyria, Ohio, U.S. A. 
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ALUMINUM 


HARDWARE 


RUST-PROOF 
Tim 1.4.3) 


BRONZE 
or ALUMINUM 
FINISHES 
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PADLOCK and HARDWARE CO. 
LANCASTER, PENNA. 


mWHAT’S WEW 








ORDER FROM YOUR JOBBER 





SELF-SERVICE FIXTURE 


i: a 


i 
GRAND RAPIDS | 
—— enemies 





og t 


st ee ee 
. «& 


Experience with the 
SCIENCE OF SELF-SELECTION 
increases sales, profits 30% * 


Knowing the “do’s” and “don’t’s” 
of merchandising stores for self- 
selection — how many brands to 
carry ... how to display high 
profit and volume items 

departments to add . . . store lay- 
out .. . and engineering the 


Write, wire or call Department HA 106 


peel e161) PN, Me Stelacleols-tilels 


equipment to display more mer- 
chandise more efficiently. These 
things Bulman knows better be- 
cause of their greater experience 
.. , greater volume. To get the 
most out of self-selection, get Bul- 
man fixtures and store planning. 


* National sales increase 
of Bulman equipped and 
merchandised stores. 


en oie - tale Mn t-le)lol_te—ame A iloiallor-ta 


The Greatest Name in Self-Selection 


25,000 STORES 





@ For more information 
on these products and 
services use free post 
card on page 131. 


new type bearing. It is also volume 
priced at $29.95. The all-purpose 
unit comes with three different 
blades and an Allen wrench. A rip 
and circle guide is available at extra 
cost. Dalton Mfg. Co. 


For more data circle No. 27 on postcard, p. 131 


Improved 18 and 21 in. mowers 

Streamlined styling, a red and 
beige finish, and special alloys to 
give longer engine wear are 
features of these restyled mowers. 


q 


The 18 in. Lawn Patrol has 1.1 hp 
engine. The 21 in. has a 1.6 hp en- 
gine. Both are 4 cycle with recoil 
starter. Johnston Lawn Mower 
Corp. 


For more data circle No. 28 on postcard, p. 131 


Leakproof flashlight battery 


Flashlight owners will be inter- 
ested in this leakproof battery. The 


Be So scapes aenccat aes 
- tb LOOP LA LDP LAE RR Pa a 
“< 


=. 
; 
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: 


BRIGHT STF 
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No. 10 M Leakproof has a rein- 
forced doubled steel top and bottom 
plus plastic film barriers for side 
insulation to prevent power loss 
and leakage. Bright Star Indus- 
tries. 


For more data circle No. 29 on postcard, p. 131 


Nozzle for plastic hose 


Here is a lightweight nozzle for 
small-diameter plastic garden hose. 


The 4 oz nozzle is machined from 
brass to adjust smoothly and blend 
into plastic as well as heavier hose. 
Comes 10 to a display. W. D. Allen 
Mfg. Co. 


For more data circle No. 30 on postcard, p. 131 


Carpenter's brace wrench 


This durable Flexco wrench is 
for a carpenter’s brace. The wrench 
is made in three sizes to fit all 
Flexco nuts. Each wrench can also 


be used in a % in. square hole 
ratchet wrench. Flexible Steel Lac- 
ing Co. 


For more data circle No. 31 on postcard, p. 131 


Self dispensing brush 

The busy housewife will be in- 
terested in this self dispensing rug 
and floor brush. The handy home 
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STANLEY 
THRESHOLDS 


FINEST QUALITY... 
PACKAGED 
tO SRL... 


SIZES TO FIT ANY DOOR! 


SEE THEM AT BOOTH 440 AT THE NAHB SHOW! 


Stanley's new line of aluminum thresholds, backed by a name 
which has been famous for quality products for over a century. 
Lifetime aluminum construction, vinyl weatherstripping, delivered 


to you in colorful, eye-catching packages that sell on sight. 


Remember—Stanley Quality is Real Economy! 


Send for full details for your customers 
today. Write é 
Stanley Building Specialties Company *. 
a Dept: H-1 LC 
- 1890 N.E. 146th St., North Miami, Flo. 7 


STANLEY 


STANLEY BUILDING SPECIALTIES COMPANY 


Subsidiary of The Stanley Works 


@ MANUFACTURERS OF ALUMINUM JALOUSIE WINDOWS AND DOORS, AWNING WINDOWS, 
HORIZONTAL SLIDING WINDOWS, TUB ENCLOSURES, AND JALOUSIE STRIP HARDWARE 





WHAT'S NEW 


@ For more information on these products and services 
use free post card on page 131. 





Threshold weather seal 


Weather-Ex is a self adjusting 
weather seal for use on metal or 
wooden thresholds. The Neoprene 
seal simply fastened to the 
bottom of any door that has a 


is 





brush scrubs any type of floor and 
shampoos rugs. Soap solution or 
liquid rug cleaner can be fed to 
the brush, as needed, by a trigger 
on the handle. Master Mfg. Co. 

For more data circle No. 32 on postcard, p. 131 
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threshold. Made in 32 and 36 in. 
lengths. The seal is available in 
other lengths on request. Hill & Co. 


For more data circle No. 33 on postcard, p. 131 


Self-mixing fertilizing unit 
The Ferta-Mix attaches directly 


to the faucet for feeding lawns 


through a sprinkler. Any water 
soluble plant food can be spread by 
this unit. Mixing chamber is un- 
breakable Tenite plastic and is 
equipped with nickel plated brass 
connectors. Packed six to a carton. 
Consumer Products, Ine. 

For more data circle No. 34 on postcard, p. 131 


Unless you carry 
PRO-TEX stove mats, 
your shelves might 
as well he empty! 


HERE’S WHY PRO-TEX MEANS 
MORE SALES AND PROFIT TO YOU: 
@ Only PRO-TEX has sold over 90 
million mats! 
@ PRO-TEX is the only complete line. 
@ PRO-TEX offers a full variety of 
sizes, designs and colors. 
@ There are PRO-TEX mats in every 
price class. 


@ PRO-TEX mats give you the BIGGEST 
f: value — finest quality construction. 


TPIROW TERK 


Metal-and-Asbestos Stove and House- 
hold Mats are made by Ballonoff 
Metal Products Co., world’s oldest 
and largest stove mat manufacturer. 


PANY 
5, OHI 
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Small item storage unit 


This storage unit is handy for 
storing a variety of small items 
at the desk or workbench. The 
black frame of the Handi-Chest is 
plastic as are the _ transparent 
drawers. Drawers are 5% x 2% 





x 114 in. deep. Dividers make three 
bins in each drawer. Campro Prod- 
ucts. 


For more data circle No. 35 on postcard, p. 131 


Nylon motor starter rope 


Here is an all nylon small engine 
starter rope specially treated to 














prevent snapping back. The 
Brownie is wear resistant, water- 
proof, and is not affected by grease 
and oil. The yellow rope comes 
mounted 12 to a display card, each 
packed in a plastic bag. Brownell 
& Co., Ine. 


For more data circle No. 36 on postcard, p. 131 


Water wash paint remover 


This non-inflammable paint re- 
mover can be washed away with 
water after it has softened the 
surface. A heavy consistency makes 
it easy to use on vertical surfaces. 
The Wet Wash paint remover re- 





the Or ‘gino! 


Ql 








rugged, durable 


The LARGEST 





moves wax and other foreign sub- 
stances. It tends to lighten sur- 








faces. It requires no neutralizer. 
John W. Masury & Son. 


For more data circle No. 37 on postcard, p. 131 


All-purpose riding tractor 


This powerful riding tractor fea- 
tures a 6.6 hp:Kohler engine. The 
Super Ride-a-matic has the Versa- 
Matic no clutch drive. Operates 
at constant engine speed without 
shifting or stopping. Attachments 
available range from a rotary 


(Continued on page 140) 








+ « & product of Superb CRAFTSMANSHIP! 





GLASS-COVERED “PICTURE-WINDOW” VIAL ASSEMBLIES, 


. SMOOTH, MACHINED HAND-HOLES ... 


plus MAGNELITE’S CONCAVE top & bottom surfaces . . . for 
GREATER ACCURACY, ease of use . . . a BETTER PRODUCT 


for FASTER SALES! 


And MAGNELITE’S DEALER PROTECTION 


means .. . @DEALER PROFITS from 
EVERY MAGNELITE LEVEL 
EVER SOLD! 


; order TODAY... 
y Contact our Sales Representatives 


Here’s a full line 
of truly fine levels... * 


12 STOCK SIZES ... 18 to 96 inches! 


plus PROTRACTOR LEVELS ... that dial 


ANY angle 0-90° .. . PLUMB, LEVEL . . . GIVE DROP PER FOOT! 


John H. Graham & Co., 
Gardner & Meredith, Chattanooga, Tenn. 


aqnelite tevets 


...extremely accurate ...a fine PROFESSIONAL TOOL! 
























NEW, LARGER 
Vial 
Assemblies 
readily 

Inter- 
changeable 
with old ones 
Adjusted in minutes 


VIALS permanently 
LOCKED-IN! 











Inc., New York, N. Y. 
. or write 





J. H. SCHARF MANUFACTURING CO. 
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6120 Binney St. 
Omaha 4, Nebraska 
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MEDIUM 
Size but 


mighty 
in action 
Shelby 
No. 555 


time-tested 
screen closer 


@ Quiet door closing. 

@ TRULY adjustable 
speed. 

@ Aluminum barrel — originated 
by Shelby. 


@ Shock absorbing 
cealed. 


spring con- 


@ Low price. 
@ Satisfied customers. 


Buy the COMPLETE line of Shelby 
closers—LARGE, No. 666 — MEDIUM, 
No. 555 — SMALL, No. 444. 


Order from your jobber. 


THE SHELBY SPRING HINGE CO. 
SHELBY, OHIO 


WHAT'S NEW 











| Titan 3-way vise. 
as a wood, metal or pipe vise. Comes 





@ For more information on these products and services 
use free post card on page 131. 


(Continued from page 139) 


2 
ote 


mower to a drive and circular saw 
unit. Bolens Products Div. 


For more data circle No. 38 on postcard, p. 131 


Three-way home shop vise 


Owners of home workshops will 
be interested in this versatile Rapid 


It can be used 
with removable fiberboard jaw 
faces. Behind these are the ser- 
rated steel jaws. The throat has 
built-in pipe jaws. A display stand 
comes with each six vises pur- 
chased. Wilton Tool Mfg. Co. 
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Household utility mat 


The Aluminum Queen is the 
latest addition to this company’s 
line of stove, table and utility mats. 
The mat is made of aluminum with 


a highly polished finish and thick 


asbestos padding. Retail price is 
$2.98 for the 17 x 19 in. mat. A 











complete range of sizes is priced 
accordingly. Aristo-Mat Co. 


For more data circle No. 40 on postcard, p. 131 


Aluminum ftoiding chair 

Here is the newest addition to 
this line of aluminum folding 
chairs. The new model is made of 
Y, in. aluminum tubing and has 


Velon webbing. Retails at $11.95. 
Lifetime Metal Products. 


For more data circle No. 41 on postcard, p. 131 


Masonry water repellent 


Kay-Tite Invisible is a water 
repellent for above grade masonry. 
The clear liquid contains silicones. 
It stops water seepage in brick, 
mortar, glazed tile and other walls. 
May be applied with brush or 
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fy De luxe 


CHAIN 


Welded link, 
cadmium 
plated. Hooks 


steel. 60 inches long... 
8 slide hooks with extra 
end hook. 





CHAIN 
STRINGER 


Welded link, 
cadmium plated. 
9 fixed safety 
snaps with center 
swivel for rotary action 
45 inches long 


STRINGER 


of high tension 
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Shing em CORD STRINGERS 


Made from No. 4 hard braided Mason line. 
Ring and needle of non-rusting tempered 
steel. In 4-6-9- and 12 foot lengths. 














<>. 





19492 Se, ti ppt 
"Ghee errgge ate Sr 
i en =a 

ry SS PSs ae 


) 
: v. ~ 2. a, 
NY Sy —<—> ; 

wy ") Ss >> 












a. 







S-6 














6in 1 CORD STRINGER 


The stringer with six distinct uses. Fish 
Stringer — Hook Disgorger — Fish Scaler 
— Measuring Rule — 
Screw Driver. 





Bottle Opener — 





Every Fisherman’s a Prospect! 


Here’s the line that outsells ‘em all! For quality — perform- 
ance — value, FRABILL fish stringers are “first choice” 


with dealers and f 
ment of sizes and 


ishermen everywhere. A complete assort- 
styles for all types of fishing. For easy 


profits — more profits — all season long, keep them on 
display within reach of your fishing customers. They'll 


really sell! 










234 West Florida Street e 


John H. Graham & 


HARDWARE AGE, 


* 
SOLD EXCLUSIVELY 
THROUGH JOBBERS 


co. 


Exclusive Exporters 


Company * 107 Duane Street * New York City 


JANUARY 3, 1957 











NATIONALLY ADVERTISED 


Milwaukee 5, Wisconsin 





CONTROLLED 
QUALITY... 


Virgin Polyethylene, ex- 
truded, 


tested under the careful 


inspected and 


THWE Te R Ne 
PLASTIC 
ala: 


supervision of expe- 
rienced plastic engi- 
. backed by 


the nation's 


neers .. 
one of 
leading pipe manvufac- 


turers. 





























Here is a beiter pipe 
for hundreds of uses 
around the home ... 
on the farm .. . or in 


business. 

















When you buy Sout. 
western you know you 
are buying the bes?... 
when you sell Sovth- 
western you know it's 
@ product that will do 
the job, better. And it 
is approved by the 
National Sanitation 


Foundation. 


SOLD ONLY 
THROUGH JOBBERS. 


Write for your 
nearest supplier. 





SOUTHWESTERN 
PLASTIC PIPE CO. 


A Division of Texas Vitrified Pipe Company 
P. O. Box 117 * Mineral Wells, Texas * Phone 2050 
Manufacturers of POLYETHYLENE, CHEM-WELD, P.V.C., 
KRALASTIC AND TENITE BUTYRATE PLASTIC PIPE 

















| 


BEWHAT’S NEW 








@ For more information 


You have 7,000, that’s right, on these products and 
SEVEN THOUSAND, sizes and 


types of stainless steel fastenings | | services use free post 
at your fingertips, RIGHT ON THE | d 131 
SHELF, when you deal with Star. | cara on page . 

No storage problems . . . no out-of- | 

stock problems .. . you can get | 

just the fastenings your customers | 


, ~ See © » want DELIVERED PROMPTLY, IN | 
your | = oe. ANY QUANTITY. That’s STAR’S | 








SPECIALTY! 





FOR QUICK SERVICE .. . DE- 
PENDABLE SERVICE LOOK 


stockroom > TO STAR, the one-source resource 
me i : for stainless steel fastenings! 
. A *. | STAINLESS STEEL 
a ee * A N Drilled Fiilisters ¢ Bolts | 
or > a * Cap Screws * Dowel Pins © Cotter 
a. os Pins * Machine Screws © Nuts « Pipe 
Fittings *« Sheet Metal Screws | 
* Socket, Cap and Set * Stud Bolts 


stainless \ ie v ig ie Pins ¢ Washers ° Weed 
fastenings N 


age 4 . : wl | 
Write, wire, or phone for your 


| 
| 








/ Says “Star's 
mm screws have | | eontainers. Kay-Tite Co. 
clean, bright-and-| 


Srar STAINLESS SCREW Co. shiny heads’’ | For more data circle No. 42 on postcard, p. 131 


| 


copy of the new STAR catalog. jim ee Stainless Stan spray. Available in 1 and 5 gal 


649 Union Bivd., Paterson 2, N. J. © Phone: Little Falls 4-2300 
¢(ommmm Direct N. Y. Phone: Wisconsin 7-9041; Philadelphia: ENterprise 6231 | | Self-holding tri-square 
MANUFACTURERS’ REPRESENTATIVES: A few choice territories open. Inquiries invited. : 

This tri-square has a small line- 
up peg in the handle that keeps the 
square flat on the board and in cor- 
rect position without firm holding. 











MORE POPULAR 
THAN EVER.. 


in their 
“SERVE 
YOURSELF” \} << 

nity : ais | The Fairgate R series tri-square is 
packet f uw" | made of lightweight solid metal. 


Square is made in 9, 12 and 14 in. 








Moore Picture Hangers in their handsome, b: | 

colorful Picture Window Packets sell faster, with sizes. Fairgate Rule Co. 

less effort. They're easier to display, easier to : For more data circle No. 43 on postcard, p. 131 
handle, and the 4 different sizes are more BELONGS ON 

vickly identified. For more picture hanger r . 

sien: nl these 56-year est aie 1 YOUR COUNTER | Aluminum bowler house sign 

TODAY’S MOST MODERN HANGER PACKAGE. The Moore 720B Counter | Bowlers will be interested in this 

Duplay. 72 Fodket ca- distinctive aluminum sign for lamp 
pacity, yet is only 10% 

M 0) () R F . lj S Hl .P N ’ () high, with 9” diameter post, fence, or house front. The 

; base. All metal. Revolves. sign is finished in black with 2 in. 

Since 1900 Ask your jobber. Duo-Glo letters that spell out the 

Makers of famous Moore Push-rins home owner’s name. Sizes from 

113-25 BERKLEY ST. PHILA. 44, PA $14.50 to $27.50. Weather vanes 
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are also available in this design. 
Whitehall Metal Studios. 


For more data circle No. 44 on postcard, p. 131 











Small plastic watering can | 

Homemakers will be customers 
for this quart size plastic watering 
can. The styrene can has a wide 








mouth opening and a reinforced, | 
extra long tapered spout. The | EAGLE NO. 4650 is the Only Pedlock 


Carlco is available in four popular | with BUILT-IN Positive Protection 
colors. Carlisle Mfg. Co., Ine. | 


for more data circle No. 45 on postcard, p. 131 





Household stapling machine *Patented positive locking bolt and rap guard 
This stapler is especially for use makes this popular priced padlock, rap-proof . . . tamper-proof. 
in the kitchen. The household sta- Meets customer demand for positive protection at a 


pler comes in a variety of colors. down-to-earth price. Ideal for use on sheds, storage bins, 


tool chests, garages, etc. Remember . . . only EAGLE No. 4650 
has the patented rap-proof features designed to knock out 
sales resistance . . . speed turnover. | 


EAGLE No. 4650 
Rap-Proof PADLOCK 


Husky 14%" 5 disc. tumbler 
with rustless alloy case. 


Order today from your favorite 
jobber or—write direct to: 





It rests in a bracket mounted on 





the wall. It can be used in or out AW, 
of the bracket. Swingline, Inc. 
For more data circle No. 46 on postcard, p. 131 Subsidiary of Bowser, Inc. 

(Continued on page 146) TERRYVILLE, CONNECTICUT 
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WITH 


KORDIMULCH 


® No weeding 
® Practically no watering 
© Bigger, healthier plants 


New scientific discovery revolutionizes 


NO WEEDING! 


PRACTICALLY NO WATERING! 
PLANTS GROW FASTER! 


Now—you can be first to stock the new plastic 
mulch that packs a sales punch reported by LIFE, 
Cornell University, other leading publications and 
universities. 


KORDIMULCH is a tough, durable, colored, poly- 
ethylene film with the secret ingredient—Polium. 
It is the first plastic mulch on the market for home 
gardening. 

Consumer appeal? You bet! 


Kordimulch ends weeding. It cuts sunlight off 
from weeds. So—they wilt and die. 


144 


Saves water. Up to 50% more water stays in the 
soil when KORDIMULCH goes to work. And, special 
perforations let water seep into the soil. 


Makes plants grow faster. KorDIMULCH warms 
the soil and makes seeds germinate faster. 


Easy to use. Simple instructions show customer 
how to spread KORDIMULCH over the garden—how 
to secure with dirt or stones—how to cut slits and 
plant seeds or plants through them. 


Many uses. KorDIMULCH is ideal for vegetable or 
flower gardens, foundation plantings, shrubbery or 
trees. 


Look who is backing the new plastic mulch! 


LIFE magazine features polyethylene mulch! 
The Kentucky Agricultural Station found that 
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home gardening... KORO/MULCH ° 


polyethylene plastic was the cheapest and most ef- 
fective mulch they had ever tried. 


Leading university reports: “Our experiments 
proved that polyethylene mulch will keep weeds 
from growing. This mulch permitted more vigorous 
growth of the plants, cut down soil water evapora- 
tion (a real water savings), and reduced fruit rot.” 





(tin 
ie 3 | 


KORDIMULCH is backed by a big, big program of 
national magazine advertising and publicity. This 
—plus ads in your local newspapers, stories in your 


local garden columns, brings customers to you! 
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WITHOUT 


KORDIMULCH 


® Weeds grow fast 
® 50°, more water evaporates from soil 
® Plants are as much as 3 weeks behind 














with polium® 


To merchandise KORDIMULCH 


A FREE DISPLAY! 


® Shows quickly how 
Kordimulch works. 


® Contains 12 Kordimulch 


kits—each kit contains a 
family garden size roll— 
104’x 40” which covers 
18x18 foot garden and 
retails for only $5.95. 


® Ideal as an island, counter-end, 
or outdoor display. 


GET KORDIMULCH SALES 
FOR YOURSELF! 
TALK WITH YOUR JOBBER! 


WHAT’S NEW 


@ For more information 


BAR ACCESSORIES : a deed | on these products and 


by IR i . eer £ services use free post 
= a.\”", ° = ee , card on page 131. 











This compact 

BAR ACCESSORIES 
DISPLAY 

(less than 21” 

of counter space) 
has been designed 
to help you cash in 
on the “home enter- 
tainment”’ trend 

of today’s 

modern living. 


(Continued from page 143) 


Submersible sump-pump 


Here is a submersible sump pump 
that is suited for permanent instal- 
lation or portable use. The 11 in. 


FREE with your choice of these assortments: 
No. 500 -—1 doz. each of items shown above. Weight 36 Ibs. 
(Display in Retail price $218.00 Dealer cost $128.90 


No. 5300/2 — 42 doz. each of items shown above. Weight 19 Ibs. 
two colors Retail price $109.32 Dealer cost $64.45 


’ 
as shown) No. 500/4 — % doz. each of items shown above. Weight 12 Ibs. 
Retail price $54.66 Dealer cost $32.23 


ORDER TODAY from your jobber, or write. | SEE US AT BOOTH No. 785 
Uobber inquiries invited) N.H.M.A. SHOW Navy Pier, Chicago. 


TCU aR RR C MEME cee si00 gph against a 5 ft 





charges 3100 gph against a 5 ft. 
head and up to 1800 gph at 10 ft. 


“a Barnes Mfg. Co. 
Mele, > - For more data circle No. 47 on postcard, p. 131 


| Household cutlery line 





| 
' 
| 
; 
; 


SPRA ERS | accede alias Re re: 


$2 to $6. The knives have a ribbed 
cutting edge on the stainless steel 


SMITH RITESIZE 
SPRAYER 


“The ladies’ choice.” 
Light weight. Operates 
easily. 5 ft. oil proof 
hose enables user to 





set sprayer on ground 
and cover wide area. 
Adjustable nozzle. Un- 
surpassed. 








Weighs 1% Ibs 


< : . | 
N, | SMITH VA | 4 : 
pte age — PESTMASTER GARDEN DUSTER | 
ceration is a | E A | 
big thing . . . good | World’s lightest, — - 
sales spring, summer and fall. And smoothest and easi- | 
ier , —_— est working in- 
Spike Disc is the big name in Home | as secticide duster. | 
Lawn Aerators. Ask your jobber or > 


write for full information on the OHIO 
line . . . lawn rollers, lawn sweepers, 
wheelbarrows, spreaders. 


Manufactured by 


OHIO MACHINE PRODUCTS, INC. 
COLUMBUS 11, OHIO 


Sales Representatives 


John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 


at, 








—_ ——— —— 


Non - rust, all 

metal construc- . 

tion. One fill- blades. A magnetic wall set of 

ing dusts 200 . > . ar 
vai tuna eaten these knives is available at $29.95. 


9 ft. dust stream > " 
ebhinn gehen oe | Robeson Cutlery Co., Inc 


Fast seller. 


PRICES ALLOW ATTRACTIVE MARK-UP 
D. B. SMITH & CO. Two wheeled snow remover 


426 Main St., Uties 2, N.Y. The Heart Saver snow remover 
“Originators of Sprayers” : : "4s » : 
Renndian Sim, ©. 4, oie eliminates lifting or pushing 


1265 Stanley St., Montreal 2, Canada strains from shoveling snow. The 


For more data circle No. 48 on postcard, p. 131 
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two wheeled unit is wheeled into 
the snow. Then, a lever is pushed 
that causes the top to flip snow 
3 to 6 feet to either side. Lists at 
$29.95. Alsto Co. 


For more data circle No. 49 on postcard, p. 131 


Colored cast iron furniture 


All patterns of this line of cast 
iron furniture are now available 
in bright pastel colors. Single 
pieces or sets come in pink, pastel 


blue, green, white or unpainted. 
A 3-piece set, unpainted or white, 
lists at $52.50. Colored, it sells for 
$57.50. Tennessee Fabricating Co. 


For more data circle No. 50 on postcard, p. 131 


Neoprene shotgun recoil pad 


Small game hunters and trap 
shooters will be customers for this 
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Gardex 


gives you 


seeseaesseeaeeatare TIPITIII 


TTT lille 


¢ 


SSCHCCHHHCKSHSHTHHASEeRHREeeeeE Eee, 


Make Your Store 
Garden Tool Headquarters 
with the 
GARDEX 


GARDEN-DISER 


The only modern Merchandiser 
that lets you put your Garden Too! 
Department where the traffic is! 

Faster self-service, less crowding, 
descriptive price cards, sturdier all- 
steel construction—all do a better 
selling job for you in the GARDEN- 
DISER! 

Takes only 31” x 48” floor space. 
Holds over twelve dozen tools. 
Easy-rolling wheels enable you to 
move it anywhere in—or outside— 
your store... near lawn mowers, 
fertilizer, hose, seed and other lawn 
and garden supplies... gives you 


added sales! 


SEECRERERRERERERRRREECEREREREREECESCERERERSERREREEE SY 


FREE TOOLS PAY 
COST OF DISPLAY! 


Display and tools are factory packed 
and shipped prepaid to you. New “‘Self- 
Liquidating”’ Plan gives you free tools 
to completely offset cost of display. 
See your jobber today—or write for 
complete, PROFITABLE details! 


NEW! 


Combination 
Lightweight Floral 
and Midget Tool 
Display. Big seller 
in little space! 


Free Tools offset 
display cost. 


Write for FREE 1957 Catalog 


GARDEX, INC. 


501 N. Carroll Ave. 
Michigan City 1, Indiana 


FECRERERLEREEEEREREREEREREREEEEEES 


ITITITITII LLL LL 


147 





PENNSYLVANIA SAW 
CORPORATION 


OFFICES NEWARK, WN. J. 


FACTORY YORK, PENNA. 


WHAT'S NEW 








esp 


No. 3 Short Point 
2\2"' blade—Super Hydex steel 


ia) 


No. 33 Short Point 
2\2" blade—High Carbon steel 


' No. 300 Long Point 
2\2"' blade—Super Hydex steel 


: ae 
> aie . 
cies ae 


No. 97 HANDY KNIFE 
Shatter-proof, plastic handle — a multi- 
purpose knife. 


HYDE MFG. CO. 


SOUTHBRIDGE, MASS., U.S.A. 











FOR BUYERS OF 
LOW PRICED 
HIGH SPEED DRILL BITS 


"U. S. Eagle” is TOPS! 


THE "U.S. EAGLE” LINE OF 
29 JOBBERS LENGTH SIZES 
AND 60 WIRE SIZES PACKED 
ONE AND TWO IN AN EN.- 
VELOPE IS PRICED TO SELL. 


























mole 


























THE 167 DRILLS IN THIS CASE 
SELL FOR $130 AT RETAIL PRICES. 
DEALER’S PRICE FOR CASE AND 
DRILLS COMPLETE IS $75. 


CENTURY DRILL & TOOL WORKS 
100 LAFAYETTE ST. NEW YORK CITY 


DIVISION OF AVILDSEN TOOLS & MACHINES, INC. 














improved shotgun recoil pad. The 
customary side holes extend all the 
way through the pad to eliminate 
the hard center ridge. The Neo- 
prene pad is molded to prevent 
snagging on the rise and hold under 
fire. Lists at $3.25. Philip S. Olt 
Co. 
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(Resume reading on page 13) 


TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 


(Continued from page 13) 


make up the package. Bags give 
high visibility with protection from 
dust and handling. John H. Graham 
& Co. Inc. 
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Fire lighter container 


Hickory-Lite powdered instant 
fire starter is packed in Canco key- 
open containers of the coffee can 
variety. The starter is made of 
treated hickory shavings. Designed 
for starting barbecue fires. Price 
for 1% lb package is 98¢. Hickory- 
Lite Corp. 


For more data circle No. 52 on postcard, p. 131 


Galvanized ware bulletin 


Here is a 20 page bulletin cover- 
ing a complete line of hand dipped 
galvanized ware for home, farm 
and institutional use. Everything 
from trash cans to water pails are 
attractively illustrated and _ de- 
scribed. The colorful 8% x 11 in. 
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booklet gives complete specifications 
on eagh item. Wheeling Corrugat- 
ing Co. 


For more data circle No. 53 on postcard, p. 131 


Bar accessories display 


Traffic will be stopped by this 
eye-catching bar accessories dis- 
play. The display takes about 21 


we 


MA 
~ 
=. 





in. of counter space and is free a3 ) Sw 4 ca «4 ar s + is y 
with Nos. 500, 500/2 and 500/4 as- af Py 
sortments. /rvin Ware Co. ~ ; | 


For more than 30 years, 
For more data circle No. 54 on postcard, p. 131 


Marion has been making and 
“ Z supplying Hickory Tool Han- 
Fastener and fixture folder eS. Se 6 dies of the highest quality. 
Here is a folder to help sell ll for Fe Industries of all types have 
Wallgrips, hollow wall fasteners. —-. = accepted Marion Handles as 
The color folder, “Everyone Can _- } the VeRy best obtainable. 
Get the Hang of Things,” has * xy O™ ad Here's why: 
illustrations showing how Star 4 | 6 
Wallgrips are used to install fix- : yo i - >> Tough, Selected, Straight Grain Appalachian 
: — .  & Mountain Hickory 
Resilient and Shock Resistant 
Properly Seasoned 
Quality Controlled 
Long-Lasting Service and Lowest Cost 
Guaranteed Values 
Especially Designed for Industrial Use 


More and more plants are specifying 
Marion Handles—because Marion Handles 
provide the greatest Service, Satisfaction 
and Safety. 


Marion Handles are sold exclusively 
through wholesale hardware and industrial 
distributors. Industrial activity is at an all- 
time high; now’s the time to plan on in- 
creased sales to industrial users. Write 
today for Marion's price list No. 26 or list 
No. 100 on the new Power Packed Line. 


tures. Space is provided for dealer 
imprints. The four page folder is 
free. Star Expansion. 
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Quick Change ree Power Packed 


Sandpaper display carton ia\ ea, WON MARION HANDLE MILLS, Inc. 
Here is a colorful display car- AWAY Ne ‘ Marion, Virginia 
ton to help you sell Handy Home | | | 
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, “ 10 sheets of assorted grits. Also 
TO HELP YOU SELL ee | we as se available, is a display carton of 


50 packages, 15 sheets to a pack- 





. ii : age. Armour and Co. 
e For more information _— ‘. For more data circle No. 56 on postcard, p. 131 


on these products and 

services use free post 

tae nl = Paint color selection pack 
sandpaper. The back flap shows “== Here is a versatile pack of 336 
several ways to cut the paper for — 4 os popular colors chosen from the en- 
use with hand sanders. Sides give — SS. ea tire range of 1322 Colorizer paint 
use messages. The carton holds 25 SS 4-4 colors. The color sheets are 4 x 
packages. Each package contains at 8 in., spiral bound, indexed by 
number and have the formulas on 
the back. The pack can be used as 
a color selector, a loan-out pack, 
and as a professional painter pack. 
Colorizer Associates. 


For more data circle No. 57 on postcard, p. 131 











Outdoor living items display 


Here’s an attention getter that 
will help sell this line of picnic 
jugs, ice chests and barbecue items. 
The brightly colored display looks 


FIBER GLASS 
FLOWER BOXES 





useful indoors and 
outdoors . . . color-fast 
. won’t rot, rust or 
corrode . . . 4 colors— 
green, brick red, white, 
black . . . 18, 24, 30 
and 36 inch lengths. 





BiRD BATHS JARDINIERES 


Handsome lines Molded fiber glass 


and soft colors 


cies ain like an outdoor grill. It is avail- 
will make this a 


les lead .and luster. . . useful able with the purchase of a lim- 
fiber mney indoors or outdoors, z : Col bi 
pt ge om on stand or hanger ited stock of the line. Columbian 


...Wwon’t rust, rot . R 
ee + — see, or corrode. ..smooth Enameling & Stamping Co., Ine. 
easily cleaned ... plants...4 colors— For more data circle No. 58 on postcard, p. 


bow metone , green, brick red, 
to stand, anchors white, black... 


prevent tipping... 11% in: diameter, 
vn ag 5 ’ 7 in. high. 

tur oise, } 4 > 

18 in, diameter, / Fishing reel catalog 

25% in. high. ; 


Here is an illustrated catalog 
describing Penn’s 84 models of 
fishing reels. Also listed are ac- 
cessories and parts, including the 
Three-In-One Universal handle. 


You'll find that BO-KAY® is a__ plastic wipe clean... remain bright There are several pages of articles 
eam sp nies ge _ for years. Distinctive design ad on fishing included in Catalog No. 
summer. Made of colorful, durable tracts attention... creates impulse o gs 
molded fiber glass, BO-KAY® con- sales. And, BO-KAY® eninde aha 20. Penn Fishing Reels. 
tainers are unaffected by water, brackets and hangers add profit For more data circle No. 59 on postcard, p. 131 
sunshine, soil acids and fertilizers. volume, too. For full information, 
Colors molded in the reinforced call your jobber or write direct. 
AA-4063 


See us at the Housewares Show—Booth No. 1173 Dept. H-1 Hook merchandising card 


PLASTIC PRODUCTS CORPORATION ¢ CLEVELAND 22, OHIO E-Z cup hooks (illustrated) and 
utility closet hooks are now mount- 























HARDWARE AGE, JANUARY 3, 1957 

















BRILLIANT NEW 

UNITS PRICED 

FROM $299.95 
TO $9.95 











wolds final andl tinal 
 barbhetul. equipment 


New ideas for better barbecuing, exciting new built-in 


“Slant Grilling,”’ new sales-packed features, new accessories! 


Big Boy gives you more to show, more to talk about, 


more to sell, point by point, than any other barbecue 
on the market. Be first with the best... 
and if it's Big Boy, it is the best! 








SEE OUR SENSATIONAL NEW 
DISPLAY BOOTHS, 1038 -1040-1042 
NATIONAL HOUSEWARES SHOW 
NAVY PIER, CHICAGO, ILLINOIS. 
JANUARY 17-24, 'S7 











also a 
Quality Budget Line 
to capture the lower 

price market. 


BIG BOY MANUFACTURING CO., INC. 
BURBANK, CALIFORNIA 
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PROP UP SALES | 
; —— i A mee /) an TO HELP YOU SELL 
with hanl Fall 


CLOTHES PROPS 





@® For more information 
Want More > A = on these products and 
Volume? ac services use free post 


d 131. 
SURE YOU DO! card on page 


Wont more profit, too? 

Then you want KANT- 

FALLI Every woman 

who's suffered the 

“fallen wash" problem 

@ prospect! Virtually 

unlimited sales poten- 

tial the year ‘round! CLOTHESLINE 
Add this quality prod- WITH AN 
uct to your line today! "1 ORDINARY 

*It's patented! es 





at gt A 
RETAIL PRI ADJUSTABLE 


$1.19 [fy ease 


i 3 e 
JOBBERS curt an © EYE-APPEALING 


& DEALERS §& @ BUY-APPEALING 
SLIDE OR 
WANTED FALL ed on colorful display cards. Five ® PREPRICED 2 FOR 15¢ 


Good Territories IN ANY 7% in. size cup hooks are on each Step up unit sales with the self-serv- 
Still Available a ee card while two utility hooks are ice “Can't-Miss” 2 PAC. This con- 


Ps 


venient, transparent package is a 


sARROW, p R 0 D T C TS shown on each. Cup hooks come in semen, “unte-tec” walle meneer. 


: sizes from 1% in. to 1%4 in. Gries 
Riverdale Station P.O. Box 52 er Reproducer Corp. McGILL METAL PRODUCTS CO. 


DAYTON 5, OHIO For more data circle No. 60 on postcard, p. 131 MARENGO PLLINO'US 

















Bicycle basket assortment 


The complete range of Androck 
bicycle baskets is displayed on a 
rack provided with No. 350 basket 





Scientific discovery 
turning industry 
upside down... 





sensational 


Ta 


The Original Wash Away 
PAINT REMOVER 


TM-4 has taken Paint 

Remover out of back 
) | rooms and out 

assortment. The front of the tubu- | from under counters 


a lar metal rack holds 15 and 18 in. UP FRONT to 
You'll sell a lot more Green Jute aia tenet taal 


and the other side holds hub 
Garden Twine if it’s displayed in sot oi tani aioas ae of the industry! 
the handy KING COTTON SNAP The Washbur y: , Sell MORE with 
. wiiceenaded «te, TM-4 . .. the ONLY 
SACK*. Perfect for display, easy to For more data circle No. 61 on postcard, p. 131 : 
get at, easy to stock, easy to sell. an Paint Remover with an 


| ditional 
In ¥ lb. balls. Ask your jobber for - Pinking shear packaging unconditiona 


in the SNAP SACK ae 
KING COTTON in the | More impulse sales is the aim | gvarantee! 


of this restyled pinking shear i ea 
| , oat 4 oo rite for brochure 
Co OM CORDAGE | packaging. Kleencut pinking shears, 


No. 180 and 181, are now gift WINFIELD BROOKS CO., Tite 


packed in an attractive 2-color box. 
. M & 3. inc. 
RUT Ge ceaaat uae Sng NM. Y. Shears are on a red platform for WOBURN, MASSACHUSETTS 
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Mac’s rolling in the stuff — since he started 
suggesting “Scotcn”’ Brand Masking Tape 
with every paint sale! 

















Revolutionary Step Ladder Design 5 


' METAL-LITE” 


with strength & lightness of modern metals 


7 ways this Magnesium 
Ladder is better, 
stronger, lighter: 


I1—Full-size cap— 
baked enamel finish 
—holes in top for 
small tools. 


2—Steps corrugated — 
won't fill up with 
dirt. 


3—Sturdy braces at al! | 


points of possible 
strain. 


4—Serrated legs won't 


show fingermarks or 
scratches. 


5—Steps beveled like 
front legs, for firm- 
ness, snug fit 


6—Fully-insulated shoes 
—only rubber touches 


\ floor. 
oF 
(6) 7—Ladder folds flat 


when not in use— | 
eliminates springing | 


of back. 


Complete Line of Wood Ladders 


HOWARD B. RICH, INC. 


P.O. Box 120 CARROLLTON, KENTUCKY 
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You haven't seen them all until you've 
seen the complete line of plastic 


GARDEN HOSE 
PLYMOUTH 


Originators of plastic garden bose 








CANTON 
GARDEN HOSE 
100% vinyl — Full 7/16” 1.D. — 
GUARANTEED IN WRITING 
FOR 7 YEARS! 50 ft. length retails 
for LESS THAN $4.00! 


FREE SAMPLES / 


Write for FREE SAMPLES and price 
list of our full line — actual sections 
with couplings that will SELL for you! 


PLAY MO U ‘L'E4 russer company. inc 





SELL UP TO THE 


IT'S BIG—IT’S BEAUTIFUL—IT SELLS FAST 


Fishermen like a bigger tacklebox to hold plenty of gear. This big 
roomy box will sell on sight. Drawn from one piece aluminum. Seam- 
less, Waterproof construction. No seams to open up and leak. 
20x 8% x 10% inches. Weight: 41% Ibs. 


FALLS CITY DIVISION 
STRATTON & TERSTEGGE CO., INC.. 
P. O. BOX 1859, LOUISVILLE, KY. 


s Largest 
The Menstoctore? 


Tackle Boxes 
an | 
Minnow Buckets 








GAS HEATERS 


DESIGNED TO 


Lead the 1957 HEAT PARADE 


nw TF 7 


SPq ca 


w , . 
e in heatet styling 


BS ff 


W 


Western 


Merchapdfise 


for the newer! advan 


PREMIER SHOWINGS 
in January 


Noe=verkasenrtt” 


Exchange 








American 
Furniture Mart 


icago Irving Entin Mart 


206 Lexington Ave, bite e O. B. Wilt Ce 


San Franc 


MARTIN STAMPING & STOVE CO., Huntsville, Ala. 











TO HELP YOU SELL 


@® For more information 
on these products and 
services use free post 
card on page 131. 








display purposes. They come fully 
nickel plated or with black enamel 
handles. Acme Shear Co. 


For more data circle No. 62 on postcard, p. 131 


Powder cleanser package 


New contrasting colors have 
been adopted for the Zud cleanser 
label — cadmium yellow against a 
deep forest green background. A 
non scuff varnish finish covers the 
colors. The new package has easy 


" bottoms of. 

COPPER POTS 
TILE FLOORS 
AUTO BUMPERS 


a MeTarée 


punch holes for quick and easy 
sifting of the cleanser. Zud Distri- 
butors, Ine. 


For more data circle No. 63 on postcard, p. 131 


Colored paint roller covers 


The different grades of paint 
roller covers in this line are now 
identified by color code. Premium 
quality is bright yellow, the Deluxe 
is peach, Superior quality is light 
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yellow and the economy line, 
Speedy, is white. Each cover is 
available in % or %4 in. pile. 
Thomas Products Co. 


Fer more data circle No. 64 on postcard, p. 131 


Redesigned wax containers 


The can colors of Bruce cleaning 
wax and self-polishing wax have 
been changed from red and green 
to ochre and dark green. The 


rErtyt 


* 


Scotch plaid design has been re- 
tained. New identifying colors are 
now on each carton. FE. L. Bruce Co. 


For more data circle No. 65 on postcard, p. 131 


Color coded chain saws 


Each model chain saw in this 
1957 line will be painted a different 
pastel color. The shipping cartons 
will be printed in the same color as 
the saw it contains. Customers and 
dealers will find the code makes 
identification a simple matter. Lan- 
caster Pump & Mfg. Co. 


For more data circle No. 66 on postcard, p. 131 


Weed killer counter display 


Here is an attractive counter dis- 
play that promotes all Weedone 
weed killer products and ACP poi- 
son ivy killer. The rack is fur- 
nished free with an order for 12 
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Hardware Dealers Increase Sales and Profits 
In Their Electrical Department 


a> x 
ol ‘ as 


Pee ¥ 


Se77) ELECTRIC HOUSEHOLD NEEDS Hey «=. 
“see FOR EVERY PURPOSE*SERVE YOURSELF NOW! Baeeeoeee 
: pore. £22 ee 


2.2 S et ae 
» = § a 7 S ee 


Rees, 














Display Courtesy of Reflector Hardware Co. 


There’s no great mystery to increasing sales in your electrical supply dept. The 
smart retailer realizes that this is his “bread and butter” dep’t. Here he makes his 
most consistent sales and here is one of the “highest percentage of profit” dep’ts 
in his store. 


Drawers, haphazard bins and shelves no longer are suitable; for these items 
tie in with today’s “do it yourself” theme and lend themselves to self-service sales. 
Set aside an island display where a customer can browse through and see easily 
the many items he can use. 


The above picture is one way to effectively and profitably merchandise your 
electrical supplies. One side of the display contains a full line of Eagle quality 
electrical devices. The other can be used for related items and tools that go into 
doing a complete electrical repair job. 


You'll find that only Eagle offers a complete line of over-the-counter electrical 
wares. Eagle products are modernly packaged for fast self-service sales. All the 
dealer need do is display the merchandise—it sells itself. 


For over 35 years hardware dealers have had complete confidence in the nation- 
ally famous Eagle trademark. They know that all Eagle products are fully guar- 
anteed and most important, are “consumer accepted.” 


You'll find Eagle products are sold through wholesalers only. 


The sales and profit picture for your electrical supply dep’t can be a very rosy 
one. Take advantage of it. 


The new 1957 Eagle catalog and price list is now available. Write for your copy. 


EAGLE ELECTRIC MANUFACTURING CO., Inc. 
Long Island City 1, New York 











He just figured out he loses 
money selling fasteners! 


Poor Mr. Phxz! By the time his salesmen 
hunt around for the fastener the customer 
wants, figure out the price, and make the 
nickel sale, it costs money instead of making 
it! Too bad he hasn't heard of the Sharon 
line—with the picture of the fastener on the 
outside of every box to speed sales. He'd 
save with Sharon on valuable shelf space, 
too—only 13 ft of space for 1000 sizes of 
fasteners. No broken boxes, no wrong selling 
price, no hunting for sizes, no refill problems 
—he'd have none of these fastener headaches 
with the Sharon Assortment! 


A profit with every sale is one important 
reason why it pays to stock the Sharon line! 


ASK YOUR JOBBER, OR WRITE: 


Shavon Bid and Sheu (lo-, Vo 0d, Wass, 














: _DYKEM 
STEEL BLUE’ 


making 
= Dies and 


Popular package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout in a few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 


THE DYKEM COMPANY 


Established 1920 


== 2305B North 11th St. + St. Lovis6,Me. = 
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TO HELP YOU SELL 


® For more information 
on these products and 
services use free post 
card on page 131. 





assorted cases of merchandise. An- 
other display shows ACP hormones 
including, Rootone, Transplantone 
and Fruitone. Comes free with an 
order of one carton, each size of 
these products. American Chemical 
Paint Co. 


For more data circle No. 67 on postcard, p. 131 





NEW EQUIPMENT 


New cost saving equipment 
for the store and warehouse 





Screening rack cutting table 


This measuring and cutting 
shelf is for use on the Opal screen- 
ing display rack. An inch scale is 
on the table to supplement the 
footages marked on the screening. 


The screen rolls from the main 
roll to the table shaft by means of 
a crank. Screen can then be car- 
ried in a roll without wrapping. 
New York Wire Cloth Co. 


For more data circle No. 68 on postcard, p. 131 


Island merchandising unit 


Here is a lightweight portable 
island merchandising unit that 
effectively presents any type mer- 
chandise. The unit provides over 
18 sq ft of display space in less 
than 24 of a square yard of floor 
space. No. 30-M Merchandiser is 
$52.50. Includes: one Spacemaster 


single-slotted frame with rubber 
tipped end braces, 16 shelf brackets, 
and 8&8 metal shelves. Reflector- 
Hardware Corp. 


For more data circle No. 69 on postcard, p. 131 


Handling equipment catalog 


If you frequently relocate heavy 
stock you will be interested in this 
44-page materials handling equip- 
ment booklet. The catalog covers 
key features of this line of hand 
hoists, Pul-lifts and plain and 
geared hand hoist trolleys. Also in- 
cluded is an article on “How to 
Select the Proper Type of Hoisting 
Equipment.” Yale & Towne Mfg. 


For more data circle 70 on postcard, p. 131 


Rental display stand plans 


You can build a display stand for 
tool rentals from plans provided by 
this maker of floor conditioning 
equipment. Material cost about $19. 
It displays a sander, edger, spinner 
and floor polisher, plus brushes and 
related items such as sandpaper, 
shellac and so on. Unit fits in 
3 x 5 ft. space. The leaflet is free. 


A merchandising handbook sug- 
gesting location of the display is 
also available. Holt Mfg. Co. 


For more data circle No. 71 on postcard, p. 131 


(Resume reading on page 14) 
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“MY DAD HAS “A Good Line to Handle” 
=, MORE PEOPLE 


Yds 
4) “ag. COMING INTO FRI 


HINGES 


The old saying “‘success breeds success’’ is as true today as in 
the past. Regardless of political and economic trends people keep 
on living and buying. Successful merchants depend on creating 
sales and attracting business from their competitors. The surest 
way to improve sales is to make your merchandise look most 
attractive. This is easily done with HELLER Flexible View Modern 
Store Fixtures. Your store properly equipped will draw the trade. 
. . » Increase your sales and make you more money. 


W. C. HELLER & CO., Montpelier, Ohio 


WALL SHELVING 
TABLES 


GONDOLAS Cat. #BB197 


Template Butts, Button Tips 
COUNTERS with permanently attached Bearings 
GUN CABINETS 


_ SPECIAL DISPLAYS 


Write today for Catalog 
No. A-17 With HELLER'S 
Low Pricesi 
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IDEAL “IKE” announces 
UNCES - ee 


° : ®. : a Wrought Steel Butts 
no more sagging shelves ais | Cat. #R240 
and closet rods 














You'll find the trade saying “Let’s handle 
Griffin Hardware because Griffin gives good 
service, they back up their products, they 
never cut their quality . . . and most im- 
portant the customers like the products.” 
. | Display them and you’ll sell them—Griffin 
New Ideal combination clothes hanger rod Hinges ... order by the carton... in any 
and shelf support eliminates shelf and rod sag | selections your customers want. 
Extruded Alcoa Aluminum rod smartly 
edges shelf and makes it rigid for full width NEW VISIPAKS — Order by the 
of closet. Drill and saw to fit like lumber. carton of individual carded items. 


No painting or upkeep necessary. Available 


in cartons of ten 10 ft. lengths, No. 700 and 
twenty-four 16 ft. lengths, No 725. 
write for prices and delivery 


IDEAL BRASS WORKS, Inc. “since 1899” 
250 East 5th St. « St. Paul 1, Minn. 
i sia amt MANUFACTURING CO. ERIE, PA. 
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Hows the Hardware Business? 





FHA Move to Longer Terms, Higher Dollar 
Limit, Points to Heavy Home Repairs in '57 


Dealer who supply builders and 
contractors can look ahead to 
steadily increasing sales activity. 
Home remodeling is on the rise 
as a result of a recent amendment 
to Title 1 of the National Housing 
Act which controls FHA-backed 
property improvement loans. 


Further increases in FHA im- 
provement loans are expected as 


PPP PLE LP LELPLEL LLL LELOL PLL LOL OP COLE. 


Only necessary home improve- 
ments fall into this category. Here 
is a list of improvements considered 
ineligible by FHA: 

Barbecue pits. 

Bathhouses. 

Burglar alarms. 

Burglar protection bars. 

Door opening and closing devices. 

Dumbwaiters. 


Fire alarms or fire detecting de- 
vices. 


Fire extinguishers. 

Flower boxes. 

Greenhouses (excepting commer- 
cial). 

Hangars for airplanes. 

Kennels. 

Outdoor fireplaces or hearths. 

Penthouses. 

Photo murals. 

Radiator covers or enclosures. 

Stands. 


Steam cleaning of exterior sur- 
faces. 


Swimming pools. 
Television antennae. 
Tennis courts. 

Tree surgery. 

Valance or corner boards. 


PPPPPPLPL POPP PLPSL LPP PG LOL OLED LL OOP 


more home owners learn that they 
now have five years to pay for re- 
modeling jobs, instead of the tradi- 
tional three years. 


And now they can go as high as 
$3500 in single dwellings instead 
of the $2500 limit of the past. 
Multi-family dwellings’ improve- 
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ment limit has been raised from 
$10,000 to $15,000. 

In the past, a home owner would 
have had to pay around $55.50 a 
month on a three-year $2000 home 
improvement note. Now he will 
pay about $58.30 a month for a 
$3500 loan for five years. His 
original $2000 loan will cost him 
only $33.33 a month for five years, 
as opposed to $55.50 a month for 
three years. 

The lower monthly outlay now 
possible means that more home 
owners will have long-delayed jobs 
done. And more expensive jobs will 
be the rule, rather than the excep- 
tion. 


Promotions 





Many GE appliances 
covered by increases 


General Electric Co. has hiked 
retail prices on many items in its 
small appliance line. 

Revisions were effective on Jan. 
2. G.E. president Ralph J. Cordiner 
said increases were dictated by 
across-the-board production cost 
increases. 

Typical changes: a coffee maker 
is changed to $29.95 from $27.95; 
an iron is increased to $12.95 from 
$11.95; and a $17.95 toaster is now 
$18.95. 

Retail prices on some models of 
G.E. clocks have been increased. 
Other clock models have been re- 
duced as much as $2. 

Some other products in the small 
electric line, such as electric 
blankets, and some models of irons, 
coffee makers, and skillets, are un- 
affected by revisions. 








Alcoa expands campaign 
to sell aluminum goods 


Aluminum Co. of America is re- 
peating in 1957 its successful pro- 
motion of sporting goods and 
leisure living products made of 
aluminum. 

“Playday, USA” has been ex- 
panded from a one-month pro- 
motion in 1956 to a three-month 
promotion in 1957. The campaign 
is scheduled for April, May and 
June. 

A special, six-page section will 
appear in Sports Illustrated, Field 
& Stream and Sports Afield maga- 
zines. Special ads will appear on 
the “Alcoa Hour” on NBC-TV in 
June. 

A 36-piece promotional kit of tie- 
in materials is available to dealers. 


Advertising campaign 
to promote pesticide 


American Cyanimid Co., New 
York, has scheduled an advertising 
campaign for its single garden 
pesticide, malathion. Malathion is 
used in many brands of insecti- 
cides. 

The pesticide will be featured in 


Manufacturers’ New Merchandising Plans 





full-color one-page ads three times 
in Life, Better Homes & Gardens, 
Household and Sunset magazines. 
A counter display for dealers 
will back up the campaign. The 
display features a copy of the Life 
ad, full-color consumer leaflets, and 
space for an insecticide, containing 
malathion, carried by the dealer. 


March of Dimes drive 
features Coffeematic 


You can promote the Universal! 
Coffeematic as being the same 
type of coffeemaker being used to 
spearhead the March of Dimes 
fund-raising campaign this year. 

Landers, Frary & Clark, New 
Britain, Conn., has donated its 
solid gold Coffeematic for use in 
a series of chain coffees to kick off 
the fund-raising. The story of the 
chain coffee parties is explained in 
the January issue of American 
Home magazine. 


Horseshoes come back in 
new color TV showcase 


Dealers within television range 
of Chicago are planning on a new 
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NO. 11 INTERLOCKING 
new color TV show. 


Following the format of the W) 50% Dealer Markups + Stable, non- 
successful “Championship Bowl- We items necessary for arranging flowers 
ing” TV program, ee + Point-of-Sale Aids = HIGH PROFIT MARGINS. jus am con 

orseshoes”’ is » 
tien among leading contendere for | vA natural iin sale with Ceranies and Garen srt Benita 
the horseshoe pitching crown. supplies. Vv Lowest Competitive Prices. vd Cellophane wrapped PIN il 

Winner each week is presented | for eye appealing freshness. (7) Guaranteed Rust Proof. Fine ‘ 
a gold - plated Diamond Super | Quality and Workmanship. 71 All items pre-priced and marked ge 
Ringer horseshoe. Contest should 0 es Soe aS 


nat Paar een for your added profit. 7 Sold only thru Jobbers who render Retail 15¢ to $3.75 
Stimulate a reviva O interes in . : AQUA-PIN =e 
this once most-popular sport. you faster, more economical service. fe TSS 


Diamond Calk Horseshoe Co., RN vER fe STARTER ASSORTMENT re 
Duluth, Minn., is advising its Vir Puts you in the profitable field of selling as UPS 


dealers to stock up for the growing Pi VOGUE FLOWER HOLDERS. Beautiful, Lazy 5 Styles & sizes—2%%" to 5%" 
demand already evident after the | s \ Susan Type, Point-of-Sale Display, creates Retail $1.50 to $3.00 


first weeks’ shows. and captures impulse sales! 
58 best selling pieces + Display 
$33.00 — Retail value 55.00. 


: . fey jae wow! SS = 8 te 7148 
Purchasing Agents Look | yt CANDLE ms ene 
For Good First Quarter oS ne wee : a NOT FLORAL CLAY 


dont-semine: canon tere | Vv = TIM VITAL mare 
shoe pitchers are matched on a FLOWER HOLDERS pe 





Most purchasing agents expect 

good to excellent business condi- | 

tions to continue into the first part | R : io ao Wh al id Brass — Display  Waterpres 

of 1957. os gs ana ‘2. Pkgd.— Retail $1.50 Set metal 25¢ ~~ 
This report comes from the Na- : P 


: a> Yh, BEAGLE MANUFACTURING CO. 
tional Assn. of Purchasing Agents. : : 91 BEACON PLACE « PASADENA, CALIFORNIA 








Is your Father's Day 
promotion plan ready? | eley-VEie 4 Ky Je), [e7 3 LINE 
Manufacturers are at work on 
their 1957 Father’s Day promotion. HIGH PROFIT — QUICK abn eavceh aa, 
Hardware dealers should start 
planning ahead too. 
Father’s Day will be June 16. 
Father’s Day sales volume last 


year totaled $300 million, up 10 
percent from 1955. 




















Factory output reaches 
record rate in November 


The nation’s factories turned 
out more goods in November than 
in any other November on record. 
That’s what the Federal Reserve 
Board reports. 

Industrial output was 149 per- 
cent of the 1947-49 average. Aver- 
age production in those years 
equals 100 percent. This was one 
percent below the all-time record 
reached in October, but 4 percent 
higher than last November. FOR FREE SAMPLE WRITE 

The Commerce Dept., meanwhile, 


? 0., Inc 
reports the book value of manu- AMERICAN SPONGE and CHAMOIS C 
facturing and trade inventories in . 55 Ann Street, N.Y. 38, N.Y. 


October totaled $87.8 billion. This 











Chicago + San Francisco 
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compares with $86.3 billion in Sep- 
tember and $81.4 billion last Oc- 
tober. 

Inventories held by hardware and 
building materials dealers during 
October — were the same as in 
September. Inventories totaled 
$2.18 billion. Last October inven- 
tories totaled $2.30 billion. 


Your customers will 
earn more this year 


Many of your customers will 
have more spending money this 
year. 

Some five million workers will 
get pay increases automatically 
this year under contracts written 
last year and the year before, ac- 
cording to the Labor Dept. 

In addition, many others will get 
pay increases under a cost-of-living 
clause, the department reports. 

At the same time, the depart- 
ment reports that 65.3 million per- 
sons had jobs during November. 
The number of jobholders set a 
record for the month. 

Earnings of factory workers also 
set a record in November. Weekly 


earnings averaged $82.42 during 
the month. 


Westinghouse to buy 
unsold air conditioners 

Westinghouse Electric Corp. 
will buy back any of its air con- 
ditioners that you don’t sell next 
summer. 

The company announced that 
on July 15 it will buy back all 
unsold air conditioners bought by 
dealers between Jan. 1 and June 
1. This will remove the dealer’s 
inventory risk, the company ex- 
plained, because the dealer is 
assured his stock will be cleared 
either by sales to customers or 
resale to the factory. 

The new program will help 
Westinghouse level out its pro- 
duction schedules. 


Vacuum cleaner, laundry 
appliance sales are up 


Factory sales of home laundry 
appliances and _ standard-size 
household vacuum cleaners set 
new records in October. 

Factory sales of home laundry 


appliances during October totaled 
662,114 units, according to the 
American Home Laundry Mfrs. 
Assn. This was a new record high 
for any month in the industry’s 
history. Sales in October were 10 
percent higher than September, 
also a record sales month. 

The Vacuum Cleaner Mfrs. re- 
ports sales of standard-size house- 
hold vacuum cleaners. totaled 
371,998 units in October. This set 
a new record for the month. Sales 
were 16.1 percent higher than 
September. 


Dun & Bradstreet may 
ask you for statement 


You may get a request from Dun 
& Bradstreet, Inc., this month ask- 
ing you for your year-end state- 
ment. The firm is mailing out some 
2.6 million such requests this 
month. 

Dun & Bradstreet will use the 
information to figure out your 
credit rating. The information in 
your statement is kept confidential. 
There is no charge to you for proc- 
essing your statement. 





CHEARS YOU CAN ADJUST! 


DELUXE 


KLEENCUT 


with 


MICRO-TENSION ADJUSTMENT 


Women everywhere who have tried Deluxe Kleencut 
Shears say, “They're wonderful! | can set my 
shears any time with a penny so they always feel 
just right!” 

It’s a fact—whether they cut filmy silk or rugged 
corduroy, DELUXE KLEENCUT SHEARS with Micro- 
Tension Adjustment always trim neater and more 
comfortably—and—no more loose, sloppy blades! 
But Micro-Tension adjustment is only one reason 
why women like DELUXE KLEENCUT SHEARS. Look 
at these others: 

1. Beautiful high lustre nickel finish. 

2. Down-to-earth low prices. 

3. Double guaranteed quality. 

4. Handsome, up-to-date styling. 

You'll like the DELUXE KLEENCUT line, too, because 
it's backed by National Advertising, Smart Mer- 
chandising — and — you're sure of a BIG PROFIT! 
Don’t pass up a sure-fire money maker — Order 
Deluxe Kleencut Shears Now! 


See your jobber or write 


THE ACME SHEAR COMPANY 


O8 4 RiFuNy ae 
<n OF 
_./* Guaranteed by” 
~ \ Good Housekeeping 
7 Sai htop a yd N 
ovenmistd WWE oo 


DELUXE KLEENCUT DEAL #1907 


Retail Ea. BARBED Te ily Nickel Plated $1.98 





TRIMMERS 
—— Fully — — 17 
112C Fully Nick ated. 
113¢ ys Enameled Handles. 94 
113¢ 7” Enameled Handles. 2 
113¢ 8” Enameled Handles. .$ 


BENT TRIMMERS 
134C & 


SEWING & EMBROIDERY SCISSORS 
(Fully Nickel Plated) 
3845 4” Sharp Points 
3488 5” Sharp nase 
arp 

Fully Nickel Plated. $2.50 oo = dh an 

Enameled Handles. .$1.79 i onine gd f 
FOUR PAIRS OF EACH — FORTY-EIGH cacao = 

24 your cost $59.54 OFIT . 

SELLING PRICE $99. : 








e World's Largest Manufacturer of Scissors and Shears 
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of 
quality 
manila 
rope 
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25 Ibs. packed in self- 
dispensing carton. 
Measure-marked every 
10 feet. 


‘Tear 


super-TUFF 
50 ft. coil of manila 
rope in attractive cello- 
phane bag. No wrap- 
ping or measuring — 
“it’s packaged right to 
sell on sight’. 


Practical rope packages for- 
Home « Farm « Industry « Recreation 
>< CSe 


€ 


MANUFACTURERS SINCE 1829 


THE THOMAS JACKSON & SON CO. Reading, Pennsylvania | 








THE PULLEYS THAT PULL SALES 


~ Featuring the exclusive 


UNIQUE BRUSH 


CLEANS LINE WHILE IN USE 


“"KLEENLINE"' 


Giant Super Ball Bearing 
Washline Pulley 


Packed individually in a descrip- 
tive three color sealed poly- 
ethylene bag. This package cre- 
ates seif selling and is ideal for 
counter display. 

Packed | doz. to box: |2 boxes 

to master carton. Weight 75 Ibs. 


Cat. No. 
C-L 187 


Featuring the exclusive 


UNIQUE BRUSH 


CLEANS LINE WHILE IN USE 


Introducing the new medium size 


‘"ZIMBALIST"' 


Ball Bearing Washline Pulley 


Packed individually on attractive 
two color self-selling cards. Ideal 
for counter display. 


Packed | doz. to Box: !|2 boxes 
to master carton, Weight 45 Ibs. 


“THE ORIGINAL SUPER’’ 


Ball Bearing Washline Pulley 


Packed 2 Doz. to box: 6 boxes 

to master carton. Weight 33 Ibs. 
All Pulleys are Rust Resistant. 
Nationally Accepted! Nationally 
Advertised! Sure Sales Clinchers! 
Contact your jobber or write us 

for prices and catalog sheets. 


$1 Prospect St. 
Brooklyn 1 
New York 


Cat. No, Z-56 


WM.H.ZIMBALISTInc 
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100% PURE VINY™ 


GARDEN HOSE 


rt 
See our complete 


1957 Line 


at the 


| 
| 


INDEPENDENT HOUSEWARES EXHIBIT 


| MORRISON HOTEL — CHICAGO, ILL. 
ROOM 522 














A new merchan- 
dising program 





x hose will withstand 
at accepted burst tests. 
1¢ is non-kinking, light- 
weight, resistant to — 
sion, water and oil. It ts 
fitted with non-rusting 
full flow, heavy duty 
brass couplings. 


The uniform 
quality of Apex 
vinyl plastic 
hose js the re- 
sult of close 
laboratory 
telildge) B 








APEX TIRE & RUBBER CO. 


: 505 CENTRAL AVENUE @® PAWTUCKET ® RHODE ISLAND 
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Manufacturers build, 
occupy new additions 


Western Tool & Stamping Co. 
recently opened its new 60,000 sq 
ft plant addition in Des Moines, 
Iowa. Special guests at the open- 
ing included lowa Governor Leo 
A. Hoegh and Philip R. Jacobson, 
secretary of lowa Retail Hardware 
Assn. 








. and the reason is that UNION Sell Y Cust Skil Corp. has begun work on 
offers the most complete line of y —s r a Pers a 15,000 sq ft addition to its main 
Toelable taday And custooers (i what they want . . ; plant in Chicago. The $150,000 ad- 
always get just what they want << SELL THEM UNION! dition is scheduled for completion 
when they buy UNION. That's , March 1. 
because the UNION line offers : 
all of the wanted features and a 
wide range of styles, sizes and is ri 
prices to meet practically every ; nna) J Alpha Metals, Inc., has opened 
Custemher Tequavement. ; | a new sales and manufacturing di- 
vision at 2250 S. Lumber St., Chi- 
cago. 


“= 7 Proctor Electric Co. recently in- 

= creased manufacturing and ware- 

house space at its Maryland plant 

STEEL CHEST CORP. CHEST CORP. with a new 50,000 sq ft one-story 

wing. Most of the expanded Balti- 
ering the complete UNION line— 


. aes Le Ro y, N e Ww. YOrk more plant will be used for storage 
eens henge a of raw materials and finished goods. 


JOBBERS! DEALERS! 
Write for catalogs and prices cov- 











Coos // | a Pennsylvania Malleable Iron 
acier pasate 6 New Merchandising Ideas Corp. has begun building a $600,- 


because they're | 000 foundry on a 21 acre site at 
‘hatiea hia | Looking for more profits, Landisville, Pa. The 35,000 sq ft 


| better salesmanship? Hun- structure includes storage area and 
|| dreds of dearers have used SaONS Stee, 
py F TA N || this Hardware Age reprint 
as a source of ideas for Department store sales 


TOILET SEATS sales training meetings, etc. dip in week of Dec. 8 


Department store sales in the 
nation dropped 4 percent in the 
week ended Dec. 8, compared with 


last year. the Federal Reserve 
is outlined in this 32 page House- Board reports. 


wares Merchandising Guide. 


Better Housewares Sales 25¢ ea. 
How you can increase turnover 
in your housewares department 


The board expected sales to rise 
Basic stocks, how to increase as Christmas approached. 

charge accounts, how to set up Since the first of the year, sales 
a gadget bar, how to make ran 3 percent higher than 1955. 
money on color trends, etc., are Here is a breakdown of depart- 
described. ment store sales by Federal Re- 


serve districts: 
order copies from 


Eidtorial Reprint Service —.. One Week Ending 


HARDWARE AGE 


Chestnut & 56th Sts., Phila. 39, Pa. 
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Cash must accompany order 
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PRODUCTS, INC 
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iT PAYS TO HANDLE THE 
BRAND IN GREATEST DEMAND 


J] 7 mtiik 


/ “THE REELS OF 
CHAMPIONS!” 


FAST TURNOVER 
SURE PROFIT 
SATISFACTION 
BAY PARTS AVAILABLE 314: ame) 
OR LAKE , LANDING 
REPUTATION 
DEPENDABILITY 


TROLLING 


— 


77 MODELS FOR ALL 
KINDS OF FISHING! 


SEE YOUR PENN REEL JOBBER 
Send For New Catalog p 


PENN FISHING REELS 


ee ee ee oe ee ae 








REPUBLIC’S © 


Potty Fiex 


ROUND STYLE unsrReAKABLE POLYETHYLENE 


CLOTHES BASKET 


SOLID SMOOTH BOTTOM =m, cua 


easy to ™, EDGES 
keep clean! | ) \ prevents 
rhe Sagging 
Da A of clothes! 


Round rim Sestak 
continues Xvi ae 

under handles 

cannot tear 

away! F 


. « 7 
The Ultimate in Wash Day Efficiency 
SENSATIONAL! . . . every housewife will want one. It is 
so light and easy to handle. Made of colorful unbreak- 
©1955 able polyethylene. ORDER TODAY! Stock No. 209 


REPUBLIC MOLDING CORP.® CHICAGO, ILL. 
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Laundry Cart 
Saves me 

a lot of 
lifting, too! 


There are reasons why Cal-Dak 
is the housewares line that sells 
from coast to coast! It offers 
quality construction for years 
of service, work-saving design 
...is priced for true value. 


Cal-Dak Laundry Carts are 
available in three popular 
models that retail from $4.95 
up. Replacement Baskets re- 
tail from $1.95. 


CAL-DAK PRODUCTS 
NATIONALLY 
ADVERTISED IN 


EVERY ISSUE 

of McCALL’S 
LIVING 
BRIDE’S 


Manufacturers of 
Work-Saving Quality Housewares 


IRONING CADDY « SHOPPING CARTS 
HOSE REELS © ROLL-A-TRAY SETS 
TRAY TABLES 


CAL-DAK 


THREE FACTORIES TO SERVE YOU BETTER: 
Lancaster, Pa. © LaPorte, Ind. 
Colton, Calif. 





LEWIS HIGGINS VAN 
ARNOUM is the third gen- 
eration of his family to 
operate the hardware 
store at 54 Broad St. in 
Waterford, N. Y. He was 
a clerk in the store from 
1904 to 1930. He bought 
the business from his 
father, Lewis Smith Van 
Arnum, in 1930. He ex- 
pects his daughter will 
continue the business 
after he retires. That will 
make four generations of the family as owners 
of the hardware store. Mr. Van Arnum has served 
as village clerk and treasurer of Waterford. He ia 
a charter member of the Waterford Lions Club. He 
has been a member of the Knights of Columbus 
for 49 years. Travel and fishing are his hobbies. 


ROBERT A. FREIBUR- 
GER entered the hardware 
business in 1902 at the age 
of 15. He drove a horse 
and buggy to deliver or- 
ders for his uncle’s store. 
When he was graduated 
from high school he went 
with the store on a full- 
time schedule. In 1906 he 
joined Fort Wayne Hard- 
ware Co. as manager of its 
sporting goods depart- 
ment. In 1916 he started 
to travel for Shapleigh Hardware Co., St. Louis, 
wholesaler. Two years later he began to travel 
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for The Geo. Worthington Co., Cleveland, hard- 
ware wholesaler. In 1922 he returned to the retail 
field at Stellhorn Hardware Co., in Fort Wayne, 
later buying a partnership. He became sole owner 
of the business in 1935 and continued on a full- 
time schedule in that store until 1952. The third 
generation of the Freiburger family is now active 
in the business. His grandsons, Tom and Dave, 
now working there. His hobbies are his cottage 
on Golden Lake, fishing, and working in the yard. 


GEORGE W. GRAHAM, 
assistant domestic sales 
manager of The Collins 
Co. in Collinsville, Conn., 
has been with that com- 
pany for 50 years. He 
joined the company in 
1906 as a timekeeper in 
the forging department. 
Later he was appointed as 
head timekeeper. When 
the domestic sales depart- 
ment was organized in 
1923 he was assigned to 
that part of the business and is now its assistant 
sales manager. He is a past president of the Nut- 
meggers, a member of the Hartford Sales Execu- 
tives Club and of the National Sales Executives 
Organization. In addition he is a member of the 
City Club of Hartford, the Avon Country Club and 
the New England Hardware Associates. He is a 
member of the Oddfellows and a past master of 
Village Lodge No. 29, A. F. & A. M. He is senior 
deacon of the First Congregational Church of 
Collinsville and has been Chairman of the Church 
Council for more than 30 years. 


BENSON EUGENE 
GRINDER, secretary of 
Worth Hulfish & Sons, 
hardware wholesaler of 
Alexandria, Va., has been 
with that company since 
1933. He is also manager 
and estimator for the 
firm’s builders’ hardware 
department. He began his 
hardware career with 
John B. Espey Hardware — 
in Washington, D. C., in ~ 4 
October, 1901, and stayed 
with that firm until 1917. He joined Barber & 
Ross, Washington, D. C., as an assistant buyer in 
1917 and continued there until 1933. Since June 
6, 1933, he has been associated with Worth Hul- 
fish. Hunting and flower gardening are his hob- 
bies. 
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BUT— iT CAN BE MADE SMOOTH QUICKLY, 
EASILY AND INEXPENSIVELY ced 


unt Latex. (oncrete 
REPAIR AND TOPPING 

REVOLUTIONIZES cement and masonry repairs- 
ELIMINATEStheCHIPPING or ROUGHENING. 
PRIMING ond CURING thof are necessary 
with ordinary cement patching materials 
What $ more. if ts applied as THIN as he or 
more than ] whatever thickness needed 
Saves contractors, home owners. farmers, 
maintenance men hundreds of dollars in 
concrete replacement and repairs. 


INCREASE YOUR SALES-DOLLAR VOLUME 
? 

INSTANTLY ecth Late (cnerete 
REPAIR AND TOPPING IN THESE 3 SIZES 
a terrific seller in the Fix-It-Yourself” market! 

SMALL KIT — 8 /bs 
(sufficient to repair 50 to 


150 ft. of average cracks) 
RETAIL PRICE $2.95 


LARGE KIT — 14 /bs. 
(double size) 
RETAIL PRICE 


Ri 











CONTRACTORS UNIT 
52 Ib. drum 
Includes 40-lbs. powder 
mix, 1 gallon latex mixer 
Sufficient to cover approx 
100 sq. ft., Ae thick 
RETAIL PRICE .... *10.00 


BOTH KITS include powder mix, liquid rubber latex and a trowel. 
LIBERAL DEALER DISCOUNT. Prices are F.0.B. Chicago 








Th Cc A M Pp Cc CM PA oy y Dn " 6958 South State Street 
riba tte YEARS OF NTIN ERY 


Specialists in Socket Head Cap and Set 


= Screws, Slotted Set Screws, Square Head 
Set Screws, Flat Head Socket Cap Screws, 








SOCKET HEAD 
CAP and SET 


Stripper Bolts, Pipe Plugs and 
Hex Socket Wrenches 


AVAILABLE IN STEEL, BRASS, MONEL AND 
STAINLESS STEEL — ALL SIZES 
THREADS ANG POINTS 


IMMEDIATE DELIVERY FROM STOCK 


PACKAGED IN STRONG METAL-EDGE BOXES 


Write for Catalogue 


THE STEVENS CO. 


484 BROADWAY NEW YORK 13, N.Y. 
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Aztec... 


Cooper's Brilliant New 


WALL THERMOMETER 


Brand new thruout. Brass finish sunburst background and 
smart new brass finish dial. 934 inches wide by 93% inches 
high. Individually packed in attractive window box. 


Another Cooper 
Merchandising Knockout! 











No. 1548 
New Display features brass finish Cooper Thermometers. 
Display measures 14 inches wide by I|1'/2 inches high. It is 
printed in gorgeous blue and gold to enhance the rich tones 
of the brass in the three fast-selling thermometers. 
Here's What You Get: 


3 No. 201 Monterey Wall Thermometers 
3 No. 205 Santa Fe Wall Thermometers 


3 No. 215 Aztec Wall Thermometers 
(Each item brings dealer full 40% profit) 
No. 1548 Display Card (no charge) 


Write for details or see them at our 
booths Nos. 840-842—at the 


HOUSEWARES SHOW 


Navy Pier, Chicago—Jan. 17-24, 1957 


THE COOPER THERMOMETER COMPANY 
107 Main Street Pequabuck, Conn. 
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Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 


KKKKKKS 








Southwestern Hardware Co., Dealer-Owned 


Wholesaler, Bought by Oklahoma Hardware 


Oklahoma Hardware Co., 
wholesaler in Oklahoma City, 
Okla., has bought Southwest- 
ern Hardware Co., dealer- 





Vandertill is V.P. of 
Motor Wheel Division 


L. C. Vandertill has been 
elected vice-president and di- 


L. C. VANDERTILL 


rector of Appliance Div. 
sales, Motor Wheel Corp., 
Lansing, Mich. 

Formerly sales manager 
of the same division, he 
joined the firm in 1948. Mr. 
Vandertill has also held top 
sales and advertising posts 
in Motor Wheel’s Reo and 
Duo-Therm Divisions. 


Johnson and Woodruff 
Move Up in Elections 


Daniel A. Johnson, Jr., has 
been elected president suc- 
ceeding Harold F. Woodruff 
at F. H. Woodruff & Sons, 
Ine., Milford, Conn. 

Mr. Woodruff was elected 
to chairman of the board. 
He continues in active man- 
agement of the firm. Mr. 
Johnson joined the firm in 
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owned wholesaler in Okla- 
homa City, W. E. Smith, 
president of Oklahoma Hard- 
ware, announces. 


Stockholders of Southwest- 
ern Hardware Co. voted 
unanimously to sell the com- 
pany to Oklahoma Hard- 
ware. They approved the 
sale and voted to dissolve 
the company at a _ special 
meeting Dec. 14. 


Many personnel of South- 
western Hardware will join 
Oklahoma Hardware’s or- 
ganization, according to the 
announcement. 


Guy C. Barker, vice-presi- 
dent and general manager of 
Southwestern Hardware, 
said factors which influenced 
directors to recommend the 
sale were Oklahoma Hard- 
ware’s record of service to 
its retailers, its merchandis- 
ing aid program, and its 
strong sales policy. 





DANIEL A. JOHNSON, JR. 


1947 as director and man- 
ager of its Lawn Seed divi- 
sion. 


Central States Meeting 


The 19th annual meeting 
of Central States Hardware 
Club will be held at Chi- 
cago’s La Salle hotel on 
Jan. 21. 


EDWARD M. CALLAHAN 


Igoe Names Callahan 
to Top Buying Post 


Edward M. Callahan has 
been appointed general pur- 
chasing agent of Igoe Broth- 
ers, Inc., wholesaler at New- 


ark, N. J. 


A 34-year veteran at Igoe 
in various sales positions, 
Mr. Callahan was most re- 
cently manager of the firm’s 
Newark branch. 


In his new position, he 


purchases _ all 
for Igoe’s branches at New- 
ark, Neptune, and Washing- 
ton, N. J., and those at 
Woodside, N. Y., and New 
York City. 


Hardware Boosters Hold 
Annual Christmas Party 


The Hardware Boosters 
held its annual Christmas 
dinner party Dec. 12 at the 
Roosevelt Hotel in New York 
City. 

The club’s contributions to 
various charities were an- 
nounced by Ed de Jongh, 
president. 


Cc. E. Hite Named to 
Lowe Brothers Post 


C. E. Hite has been ap- 
pointed associated products 
manager of Lowe Brothers 
Co., Dayton, Ohio. 

Expanding sales, the firm 
said, is the reason for the 
new post. Mr. Hite has been 
with Lowe since 1949. 








Wyoming Hardware Puts Showroom on Wheels 


Wyoming Hardware 


Solesmaher Showcase 





Keeping far-flung dealers up to date on its lines will be a 
lot easier now for Wyoming Hardware Co., Casper, Wyom- 


ing, wholesaler. 


A 27 ft housetrailer has been specially 
equipped as a rolling “‘salesmaker showcase.” 


The trailer 


tours the state with sample lines in season. Special trips are 
made for hunting goods, lawn and garden, housewares, and 


builders’ hardware. 


When not in use for display, trailer is 


used for sales meetings and dealer clinics. 
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Falcon, Knode Get Top 

Savage Arms Positions 
Joseph V. Falcon has been 

elected president and gen- 


eral manager of Savage 
Arms Corp., Chicopee Falls, 


JOSEPH V. FALCON 


Mass., succeeding Frederick 
F. Hickey. 

Mr. Hickey has resigned 
for reasons of health after 





0. M. KNODE, JR. 


49 years with the firm. He 
was president for 16 years. 

O. M. Knode, Jr., was 
elected vice-president and as- 
sistant general manager, 
posts formerly held by Mr. 
Falcon. 

Mr. Falcon joined Savage 
in 1950 as Firearms Div. 
sales manager. He has since 
been elected a director. Mr. 
Knode came to the firm in 
1938. He is a director. 





Waterbury Elects Loss 
Executive Vice-President 


William Loss has _ been 
elected executive vice-presi- 
dent and a member of the 
board of Waterbury Lock & 
Specialty Co., Milford, Conn. 

Mr. Loss was vice - presi- 
dent and general manager 
of Dazey Corp. 

The firm also elected L. E. 
Brinn as secretary and mem- 
ber of the board. 


Vv. W. Wells Replaces 
The Late E. P. Rutan 


Vv. W. Wells has been 
elected to vice-president and 
sales manager of Electric 
Hose & Rubber Co., Wilming- 
ton, Del., replacing the late 
Edwin P. Rutan. 

Mr. Wells was vice-presi- 


Vv. W. WELLS 


dent and manager of the 
mid-western division. He has 
been with the firm 20 years. 


Gibraltar Names Lippe 


George M. Lippe has been 
appointed executive sales di- 
rector of Gibraltar Mfg. Inc., 
Jersey City, N. J. 
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Three of Eight New Dealers in Centers; 
Several Other Stores Change Hands 


Jackson, Miss.—J. H. Red- 
doch has opened Reddoch 
Hardware in the new May- 
wood Mart Shopping Center. 
The Mississippi Retail Hard- 
ware Assn. helped Mr. Red- 
doch plan and install each 
department. Charles E. Allen, 
who had been with Orgill 
Bros. & Co., wholesaler in 
Memphis, Tenn., is assistant 
store manager. 


Milwaukee, Wis. — Badger 
Paint & Hardware Co., Inc., 
has opened its 37th and larg- 





est store in the Milwaukee 
trading area. Joseph Treis, 
who has been with the firm 
24 years, is manager of the 
new store. 


Santa Ana, Calif.—Knox 
Hardware Co. recently 
opened its first branch store 
in the Bristol Shopping Cen- 
ter. The store is at a corner 
of the shopping center and 
features a large visual! front. 


Covington, Ky.— Mrs. 
(Continued on page 172) 





Herter Named Krylon 
Field Sales Manager 


Edward J. Herter, Jr., 
has been promoted to field 
sales manager of Krylon, 
Inc., Norristown, Pa. 

Mr. Herter was the firm’s 
sales representative at New 
York. He has been with 
Krylon since 1952. 


Top Executive Post 
Goes to D. R. Starrett 


Douglas R. Starrett has 
been elected executive vice- 
president of L. S. Starrett 
Co., Athol, Mass. 

This election climaxes a 
long career at the company 
for Mr. Starrett. He began 
as an apprentice toolmaker, 
was later a methods engi- 
neer, and progressed up to 
vice-president in charge of 
plant operations before this 
recent change. 


Mr. Starrett is the great- 


DOUGLAS R. STARRETT 


grandson of founder Laroy 
S. Starrett. 


Du Pont Names Myers 
Packaging Manager 


Robert C. Myers has been 
named packaging sales man- 
ager of E. I. du Pont de 
Nemours and Co., Inc., Wil- 
mington, Del. 

Mr. Myers fills the post 
held by the late Warren J. 
Harte, who died Nov. 4. 
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NEW ORLEANS 17, LA. 
SOLD BY HARDWARE DEALERS EVERYWHERE 


pe 
— a 


MANILA ROP! 


FITLER ROPE 


Sold for Your Convenience In 
OCTAGONAL BOXES 


MANILA AND SISAL 
CONSIDER THESE FEATURES! 


EASY TO DISPLAY 
EASY TO HANDLE 
EASY TO STORE 


EST. 1804 


EASY TO DISPENSE 
KEEPS ROPE CLEAN 


Blue and Yellow label identifies 
FITLER MANILA ROPE 


Red and White label identifies 
FITLER SISAL ROPE 


THE EDWIN H. FITLER CO. 


PHILADELPHIA 24, PA. 











—— News of the Trade—— 








New appointments, new territories, etc. 


MANUFACTURERS SALESMEN 


Keuffel & Esser Co. Hard- 
ware Div., Hoboken, N. J., 


has named Ted Segers its 


representative in 11 western 


| states and El Paso, Tex. 


Wv 
Stanley Electric Tools di- 
vision of the Stanley Works, 


New Britain, Conn., has 
| named Foster W. Peck to 


cover its upstate New York 


| territory. Mr. Peck replaces 
| Bertram A. Brown who has 
| retired. 


v 


Macklanburg-Duncan Co., 
Oklahoma City, Okla., has 
appointed three new sales- 


_men. They are E. E. Smith 


for northern Missouri, Har- 


old Willis for Mississippi, 


and Dan D’Alessandro for 
central California. 
Vv 
Rockwell Mfg. Co.’s Delta 
Power Tool Div., Pittsburgh, 


| Pa., has appointed Paul V. 
| O’Daffer district sales man- 


ager for northern California, 
Nevada, Utah and Wyoming. 


. 

Russell, Burdsall & Ward 
Bolt & Nut Co., Port Chester. 
N. Y., has appointed Willard 
Dunham and Henry Steers 
assistant western sales man- 
agers. The men have been 


with the company 12 and 14 
years respectively. 


O. Ames Co., Parkersburg, 
W. Va., has appointed R. R. 
Thompson, Jr., sales man- 
ager for the Illinois, Wiscon- 
sin and Minnesota district. 


v 
Moore Push-Pin Co., Phila- 
delphia, has named Fred 
Schoen its representative in 
Illinois, Indiana, Iowa, Kan- 
sas, Michigan, Minnesota, 
Missouri, Nebraska, Ohio 

and Wisconsin. 


7 

Minnesota Paints, Inc., 
Minneapolis, has appointed 
Charles W. Bailey central 
district sales manager and 
Clarence Hedlund eastern di- 
vision sales manager of the 
northwest district. 


v 
Goulds Pumps, Inc., Seneca 
Falls, N. Y., has appointed 
S. A. Bunis assistant genera! 
sales manager. He has been 
with Goulds since 1936. 


vy 

Yale & Towne Mfg. Co., 
White Plains, N. Y., has ap- 
pointed Thomas A. Morris 
assistant director of contract 
hardware distribution sales. 
He has been with the com- 
pany since 1935. 


Saws up or down, right or left...in circles 
SAWS METAL, WOOD, PLASTIC, ETC. 


AS ADVERTISED IN 
@ POPULAR MECHANICS 
AND POPULAR SCIENCE 








tor of Quick Mfg., Inc., 
Springfield, Ohio. 

Mr. Traub comes to Quick 
as part of a sales department 
expansion, the firm said. He 
was vice-president of a gar- 
den equipment manufactur- 
ing firm. 








= 4 
FITS AMY STABBARD 12” HACKSAW FRAME { 
@ Caghe> rooted) 


a - Be. wma ee ee 


TYLER SPYRAL HACKSAW BLADES 


really move off the counter in this clever display box, helps you 
sell more frames too! They fit any standard hacksaw frame. Each 
blade is formed from specially hardened steel to permit cutting 
metal as well as softer materials. Changes from flat to Spyral 
blades take only seconds. Display contains 1 Doz. cards of 3 
blades each to retail at 89c per card. 


Order now...available at most 
HARDWARE JOBBERS...or write 


TYLER MANUFACTURING CO., INC. 
1005 W. ARBOR VITAE AVE., INGLEWOOD, CALIF. 





Keystoners Play Host 
At Christmas Buffet 


The Keystoners entertain- 
ed more than 300 members 
and guests at its annual 
Christmas buffet supper and 
entertainment held Dec. 21 
in the Penn-Sherwood Hotel 


Arthur C. Traub Gets i” _ Philadelphia. | 
Sales P $j Post Festivities were directed 
a by J. F. Barr, Greenfield 


Arthur C. Traub has been Tap & Die Co., chairman of 
named sales promotion direc- the entertainment committee. 


ARTHUR C. TRAUB 





z 
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So profitable to sell, so easy to handle 


KIMBLE GLASS BARS 


@ All Kimble Glass Towel _ tive appearance and practical utility. Don't delay, place your order today 


Bars are priced to give you Fittings are bright and streamlined. with your wholesaler or write for one 
a good profit margin... Rodissparkling clear glass. It’sacom- nearest you. Address Kimble Glass 
priced to turn fast. Each _ bination that makes KimbleGlassBars Company, subsidiary of Owens- 





bar is individually designed for attrac- a natural, self-service item. Illinois, Toledo 1, Ohio. 
KIMBLE GLASS BARS Owens-ILLINoIS 
aN (I) pRopuct GENERAL OFFICES « TOLEDO 1, OHIO 




















GREAT SOURCE 


ie 4 . GREAT NAME 


for PLASTIC and RUBBER GARDEN HOSE 
and flexible sprinklers 


® top quality! 
® new colors! 
® new packaging! 


AMERICAN BILTRITE 
RUBBEP COMPANY | 


CHELSEA 30, MESSY-Vel "1h 












SETTS 
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BUILT TO RIDE 


MOV, 


BY MUSGRAVE 





the mower 
they all 
want to 
ride 


a name recognized by 
your best customers 


You’re aware that folks who read Better Homes & 
Gardens, American Home, Popular Mechanics, Flower 
Grower and Popular Gardening are the country’s top 


prospects for lawn goods. 


That’s why we concentrate 


MOW Cycle advertising this spring in these proven 


magazines. 


Be ready to cash in on the results. 


But 


don’t delay. Ask your jobber soon about MOW Cycle, 
recognized world leader among riding lawn mowers 
since 1950. Or write today for complete information. 








‘24’ 


\ MOW CYCLE 


MOW CYCLE [{ _ 





Abercrombie Retires At 
Wyeth After 55 Years 


W. A. Abercrombie, secre- 
tary and buyer at Wyeth Co., 
wholesaler at St. Joseph, Mo., 
retired Dec. 31. 

His life has been devoted 
to the wholesale hardware 
industry. His 55 years be- 
gan in 1901 at Townley 
Hardware Co., Kansas City. 

In 1911 he joined Wyeth, 
traveling the Texas - Okla- 
homa territory. In 1923 he 
went to the Salt Lake City 
area to sell. In 1939 he came 
into the home office as as- 
sistant to J. A. Warner. 

Mr. Abercrombie was 
elected secretary in 1945. 





NEWS OF 


News of the Trade— 





W. A. ABERCROMBIE 


After a vacation he will 
make his retirement home at 
St. Joseph. 





MANUFACTURERS AGENTS 


Marion Tool Corp., Mar- 
ion, Ind., has named J. O. 
Furby Co. as successor to 
the late L. E. Carpenter as 
sales agent for California. 


Vv 


Parker Metal Decorating 
Co., Baltimore, has appointed 
two representatives. George 
U. Miller covers Oregon, 
Washington, and western 
Idaho. William G. Wade has 
the Minnesota, and North 
and South Dakota territory. 


v 


Fiasco Industries, Roches- 
ter, N. Y., has appointed 
Arthur Ehlers Co. to cover 


buyer, to cover its expanded 
southern territory. 


v 


Expert Tool & Mfg. Co., 
Chicago, has appointed four 
manufacturer’s agents to 
represent its line. They are: 
Teller Equipment Co., for 
New Jersey, southern New 
York, and eastern Pennsyl- 
vania; P. J. Carney for Kan- 
sas, Nebraska, and western 
Missouri; E. Frank Pharr 
for Georgia, Alabama, South 
Carolina, and Tennessee; 
and Harry Hartman for 
Oregon, Washington, and 
parts of California and 
Nevada. 


Model ‘24’ for complete v 
lawn care without walking; 
many useful attachments. 
‘CADET’ economy model for 
mowing only. ‘PRO-6’ with 
big ae bgp a — 
A els cut 24” swath. 

MOW CYCLE TATE TRAILER attaches to 

ESTATE any MOW Cycle; increases 


Indiana, Kentucky, and east- 
MOW CYCLE ern Ohio. 


*PRO-6’ 





Flambeau Plastics Corp., 
v Baraboo, Wis., has named 
Edward Leduc to cover the 
state of Michigan, and To- 





Robert B. Hamilton, man- 


TRAILER 


List 





total cut to 58”. 


Price $350. 00 











Musgrave Incorporated, Dept. A, Springfield, Ohio 
Please send trade information on the MOW CYCLE 


line. 

Name___ 
Address___ 
5 SSS EE 


a ae 


i cniitiniininie 


COMPLETE LAWN CARE WITHOUT WALKING, 


be ef & -& Dh 
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ufacturers’ agent, New Can- 
aan, Conn., has appointed 
Robert J. Grey as territorial 
representative working out 
of Boston. The Hamilton 
agency has taken on these 
lines in the New England 
States: Park Mfg. Co., Ed- 
ward Can Co., Allied Wheels, 
Inc., Hall Industries, Steel 
Co. of Ohio, Thomas Mfg. 
Co., Presto Mfg. Co., and 
Jenkins Brothers. 


v 


Nase and Wolf, manufac- 
turers agency, Bala-Cynwyd, 
Pa., has named Thomas Red- 
mond, a former housewares 


ledo, Ohio. It also named 
Lou Geib and son to sell in 
Ohio, Indiana, and Kentucky. 


v 


Dover Stamping Co., Fall 
River, Mass., has appointed 
Verl Geisler & Co. as sales 
agent for Georgia, Alabama, 
Tennessee, and North and 
South Carolina. 


v 


Welch Brothers Co., Wau- 
kegan, Ill., has named Lar- 
son and Hoffman Co. as its 
Missouri, Kansas. Nebraska, 
and southern Illinois sales 
agent. 
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A STAPLE WITH 
DYNAMIC 
SALES APPEAL! 








FASTEST SELLING 
KNIFE SHARPENER | 


on the market today! 












At last! A knife sharpener with big sales turnover! 
Our distributors tell us . . . our retailers tell us that 
it’s the fastest selling knife sharpener they've ever 
handled. Why? 





ROBO, JR. is low-priced . . . and yet is guaranteed to 
outperform any $15 electric sharpener. It's a modern 
adaptation of the tried and true whetstone. . . 
precision engineered to adjust the blade automaticaliy 
to the proper sharpening angle. 











Manufactured and guaranteed by 


THE ALDEN SPEARE’S SONS CO. 
Cambridge 42, Mass. ®@ Est. 1851 





EASY AS 1... 


Just rest the blade against the guide face and roll! 
it’s the simplest, most satisfactory sharpener on 
the market today! 


Retails for 


98¢ 


Colors 
available in 
reg and yellow 
packed: 1 dozen to a box 
12 boxes to a gross 

















U.S. PAT. 22,469,797 





ROBO, JR. SELLS ITSELF! 


Attractively packaged on in- 
dividual cards. Also avail- 
able is this sales-spurring 
rack display .. . holds 12 
ROBO, JRs. 


BSscotm 





















ROGERS ..\) 


h ~~ wat S-EYE 
WATIONAL ADVERTISING 





PROMOTING MOR 


ROGERS Free 


MAINTAINING QUALITY. 

ROGERS GLUE has perfect uniformity-clarity- 

strength ... easier to use . . . stronger than 

any glue on the market, always dependable. 

Stock Up for Higher Profits. Order Rogers 
Glue from your jobber, today .. . or if 
he is unable to supply you, write us 
immediately. 


ROGERS 


ISINGLASS & GLUE CO. 
GLOUCESTER, MASS. 








Over 3,885 Ibs. Shearing 
Strength per Square Inch 
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More profit on 


HOUSEWARES 


with these 
high-quality 
fast-selling 


BRUSHES 











Put this good-looking dis- 
play of quality household 
brushes in a good traffic 
spot and watch your brush 
sales climb. Profits, too 
—not just 33144%, but 
a full 374%%—for you. 


colorful merchandise .. . 





appealingly displayed 


Kellogg @ Brushes 


famous name . . . famous brand 


KELLOGG BRUSH MFG. CO. 
Westfield, Mass. 













At the Show 
Booths 
364-366 

















Scott Campbell Elected 
Arvey Vice-President 


Arvey Corp., Chicago, has 
elected Scott Campbell vice- 
president. 

Mr. Campbell has been 


SCOTT CAMPBELL 


general manager since 1955. 
Previously, he was vice-pres- 
ident and general manager 
of the Clark Div., McGraw 
Electric Co. 


George G. Young Retires 
After 55 Years Selling 
Veteran sales representa- 


tive George G. Young has re- 
tired after 35 years of sell- 


GEORGE G. YOUNG 


ing for the Plymouth Rubber 
Co., Canton, Mass. He is 78. 

He had previously spent 
18 years with Western Elec- 
tric Co., and several years 
with J. F. Buchanan and Co. 


Fasco Names Thompson 
New Sales Manager 


E. B. Thompson has 
joined Fasco Industries, Inc., 
Rochester, N. Y., as sales 
manager. 

Mr. Thompson was general 
sales manager of O. Ames 
Co., and, previously, an area 
sales manager of McGraw 
Electric Co. 


News of the Trade 





DEALER BRIEFS: 





(Continued from page 167) 


George Francisco, whose 
husband operates Frisco 
Hardware in Swifton Cen- 
ter, designed the new self- 
service store. The couple 
also operates a store at 6628 
Hamilton Ave., North Col- 
lege Hill, 


Salem, W. Va.—James R. 
Sperry recently opened 
Sperry’s Hardware at 109 E. 
Main St. The store is at the 
site of the old Powell Hard- 
ware Store. 


Rolla, Mo.—Free silver 
dollars were awarded to vis- 
itors at the grand opening 
of Twitty Hardware in the 
Hillcrest Shopping Center. 
John Twitty, who had oper- 
ated a hardware store in 
Camdenton, is owner of the 
new store. 


Charlotte, N. C.— Two 
brothers, J. M. Fisher and 
David Fisher, are manager 
and assistant manager, re- 
spectively, of the new Center 





Hallowell Distributor Salesmen Go Back to School 


Hardware & Hobby Shop. 
The store’s 6000 sq ft are di- 
vided equally between a 
hardware department, gift 
department and hobby shop. 


Lake Orion, Mich.— George 
Scholtz of Pontiac has 
bought Cornett Hardware 
from Ray Cornett and re- 
named the business G & A 
Hardware. 


Norton, Kan.—Harold 
Wray served free coffee and 
doughnuts to customers at 
an open house in his Wray 
Hardware. He also awarded 
six door prizes. 


Boston, Mass.—Pierce 
Hardware Co. and Glenwood 
Range Co., both of Taunton, 
Mass., have merged. Pierce 
is operating as a division of 
Glenwood Range. 


Cheraw, S. C.—James D. 
Tarleton has purchased Car- 
olina Hardware Co. from 
C. Warren Glover. The firm 
is now known as Niven- 
Tarleton Hardware Co. 





OBITUARIES 


Luther E. Nelson 


Luther E. Nelson, 78, hard- 
ware dealer at Omaha, Neb., 
for more than 54 years, died 
on Dec. 2 following a short 
illness. He was president of 
L. E. Nelson & Son Hard- 
ware Co. He was a charter 
member of the Architectural 
Hardware Consultants, a 
member of the Hardware 
Age 50 Year Club since 1952, 
and a past president of the 
Nebraska Retail Hardware 
Assn. 


Robert A. Lind 


Robert A. Lind, partner in 
Lind Hardware & Supply 
Co., 5211 N. Clark St., Chi- 
cago, died Nov. 17 at his 
home in Wilmette, Ill. He 
was 59. 


Sidney J. Milligan 


Sidney J. Milligan, 79, 
founder and retired presi- 


There were !7 distributor salesmen and executives at the recent two-day training session on eas 
Hallowell equipment of Standard Pressed Steel Co., Jenkintown, Pa. Standing (from left) : dent of Crane & Milligan, 
R. J. Suter, J. C. Tyler, P. G. Canton, R. S. Johnson, T. L. Ruberg, R. A. Rushton, Jr., S. M. Newark, N. J., died Nov. 17 
Jackson, Theodore Stilson, T. D. Hahn, and H. B. Kirk. Seated (from left): J. M. Kollig, 4° Pine Acres Nursing 
D. H. Graham, F. J. Ferguson, M. R. Borne, J. V. Robinson, Norman Gropp, and S. T. Alton. Home, Madison, N. J. 
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ROBERT W. MUESSEL 


Toy Makers Group 
Elects New Officers 


At the recent 40th annual 
meeting of the Toy Manu- 
facturers of U. S. A. at New 
York, the following officers 
were elected: 

Abraham Swedlin, execu- 
tive vice-president of Gund 
Mfg. Co., was elected presi- 
dent. 

Herman G. Fisher, presi- 
dent of Fisher-Price Toys 
Inc., and Robert W. Mues- 
sel, president of South Bend 
Toy Mfg. Co., were elected 
vice-presidents. 

Charles B. Gainsburgh, 
president of Tudor Metal 
Products Corp., was elected 
treasurer. 


Avery Adhesive Makes 
2 Executive Changes 


Directors of Avery Adhe- 
sive Label Corp., Monrovia, 
Calif., recently elected R. S. 
Avery chairman of the board, 
a newly-created post. 


They also elected Russell 
Smith president to succeed 


Mr. Avery. Mr. Avery 
founded the company in 
1935. 

Mr. Smith has been vice- 


president and general man- 
ager of the company since 
1946. 


Kordite Names J. O. Moi 

Field Sales Manager 
Joseph O. Moi has been 

promoted from southern area 


manager, industrial sales, to 
field sales manager of Resale 





JOSEPH O. MOI 


Products Div., Kordite Co., 
Macedon, N. Y. 

Mr. Moi went to Kordite 
in 1955 as industrial sales 
representative. 


Robert R. Brindle is 
Aladdin Sales Manager 


Robert R. Brindle has been 
named sales manager of the 
vaccumware division, Alad- 








Goulds Pumps Holds Annual Meeting 


Here are the executives in charge of the recent annual meet- 
ing attended by branch managers and salesmen of Goulds 
Pumps, Inc., at Seneca Falls, N. Y. Checking new lines are 
(from left): E. E. Backlund, vice-president and general sales 
manager; S. A. Bunis, assistant general sales manager; R. C. 
Broyles, water systems promotion; and George W. Cramer, 
advertising and sales promotion manager. 
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~News of the Trade— 


Phoenix Hardware Holds Sales Meeting 
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Here are executives and sales representatives of Phoenix 


Hardware Co., wholesaler at Newark, N. 


J., at a recent sales 


meeting. Sales manager Murray Sable conducted the meet- 
ing which covered new merchandise and selling plans for 





1957. 
din Industries, Nashville, annual meeting at Sea Is- 
Tenn. land, Ga., recently. 


Mr. Brindle joined Aladdin 
in 1953. He has been as- 
sistant sales manager. 





ROBERT R. BRINDLE 


American Screen Forms 
Subsidiary in Miami 


American Screen Products 
Co., Miami, Fla., has formed 
a new subsidiary, Metal 
Screens Corp., in Miami. 

Louis Cayll is president 
and general manager of the 
subsidiary. Mr. Cayll also 
is general manager for 
American Screen Products. 

American Screen also is 
relocating its offices in Elm- 
hurst, Ill. It will occupy 
temporary headquarters un- 
til a new office building is 
completed. 


Electric Fan Section 
Elects 1957 Officers 
The Electric Fan Section 


of National Electrica! Mfrs. 
Assn. elected officers at its 


Keith M. Spurrier, sales 
manager of ventilating fans, 
Hunter Div. Robins & Myers 
Inc., was re-elected chair- 
man, and William H. Caley, 
vice-president of Signal Elec- 
tric Div. of King-Seeley 
Corp., was re-elected vice- 
chairman. R. D. Ingalls, 
chief engineer of Diehl Mfg. 
Co. was elected chairman of 
the section’s general engi- 
neering committee. 


F. J. Davis Is Named 
Proctor Sales Manager 


Francis J. Davis has been 





F. J. DAVIS 


promoted to sales manager 
of Consumer Products Div., 
Proctor Electric Co., Phila- 
delphia. 

Mr. Davis joined Proctor 
as Seattle district manager 
in 1950. He has since risen 
through the ranks in various 
sales capacities. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set selid, maximum 50 words 
Each additional word 


Positions Wanted 
(Special Rate) set solid, maximum 
50 words 
Allow Seven Words for Keyed Address 
or Your Address 





BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


CLASSIFIED ADVERTISING RATES 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication dote. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 











Representatives Wanted 





Representatives Wanted 





Representatives Wanted 











A NEW 
OPPORTUNITY 


HARDWARE 
SPECIALTY 
SALESMAN 


Are you satisfied with your present in- 
come? Here is an outstanding opper- 
tunity for an experienced man who has 
been selling to Ohio retail hardware 
stores. The territory includes all Ohio, 
except Cleveland-Toledo areas. This com- 
pany sells a wide line of household 
chemical specialities with excellent dealer 
and consumer acceptance. This territory 
has been serviced for over 42 years. 
Starting salary, a liberal commission plan 
end protected territory. If you are the 
man who fills these qualifications and 
desires this kind of an opportunity, please 
write a brief outline of your selling experi- 
ence. Personal interview will be erranged. 


Address Bex 108, care of HARDWARE AGE 
Chestaut & 56th Sts., Philadelphia 38, Pa. 




















FLOOR WAX SALESMAN 


Old Dominion Wax will make you a profiteble 
repeating line. Highest commission. Wonder- 
ful side line. Many territories open. Inquiries 
invited. 


PERROW CHEMICAL CO., Hurt, Va. 








| etc, 


| ing and Heating Contractors, etc. 





Paint Brush Salesmen 


Prominent paint brush manufacturer has open terri- 
tories for successful sales producer. Prefer men now 
calling on paint, hardware, lumber dealers and indus- 
trials. Protected territories. Established business. Will 
also consider sideline man or manufacturers’ agent. 
Address Box 116, eare of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















REPRESENTATIVES WANTED. Opportu- 
nity for established commission representative— 
entire state of Missouri—where we have many long- 
standing accounts. We are established manufac- 
turers of complete line of Plumbing Brass Goods, 
Cast and Tubular, competitively priced, including 
Lavatory and Sink Faucets, Bath and Shower 
Fixtures—‘P”’ and “S’’ Traps plus many Tubular 
Fixtures, Gate, Globe and Swing Check Valves, 
Sold through channels of Hardware Stores, 
Lumber and Building Supply Houses, Large Plumb- 
Please give de- 


| tailed experience, type of trade called on and all 


| information. 


All replies confidential. Address: 


Box 104, care of Harpware Ace, Chestnut & 56th 




















SALESMEN CALLING ON RETAIL HARD.- 
WARE STORES and other retail outlets are 
wanted by a well known importer of Screw Prod- 
ucts, Tools and other Specialties. Excellent op- 
portunity for active men. Commission 10%. In 
replying, state full particulars about your present 
activities. Address: Bex 114, care of HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


—_—_—- 








PAINT BRUSH MANUFACTURER SEEKS 
REPRESENTATIVE for Protected territory call- 
ing on Hardware, Paint, Lumber, etc., Stores. 
New England, North Illinois, Wisconsin, West 
Pennsylvania, Southeast and New York States 
open. Liberal commission. Good opportunity for 
manufacturer’s representative now selling such out- 
lets. Write us full details. Address: Box 111, 
care of Harpware Acr, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 
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| wholesale jobbers in 
| to handle 
| cepted 


| order line. 
| York. 
' 


Sts., Philadelphia 39, Pa. 








ESTABLISHING 


New national Sales force for Manufacturers Reps. with 
hardware contacts. Deal is unbeatable. Age or ex- 
perience no barrier. ‘Thirsty and Thirty’’ or ‘Fat 
and Fifty... We know what we're doing, if you do 
contact. 


ACCESSORIES MANUFACTURING CO., Inc. 
301 Admiral Bivd., Kansas City 6, Missouri 














EXCLUSIVE PROTECTED TERRITORIES 


open for nationally distributed unique water re- 
placement plumbing specialty item packaged for 
| sale to plumbing supply houses, hardware distrib 
_wtors and retailers. 


Unique demonstration sells 
8 out of 10 on first call. Address: Box 115, care 
of Harpwarz Acer, Chestnut & 56th Streets, Phi'a- 
delphia 39, Pa. 


MANUFACTURER REPRESENTATIVES 


| WANTED. Kure-Rite Utility rubber repair kits, 
repair rubber boots, rubber footwear, raincoats, 
hot water bottles, bicycle tubes, etc. 
by heusewives, hunters, fishermen. 


Purchased 
An easy seller 
and fast repeater. Sold through hardware and 
automotive jobbers, variety and chain stores. Ad- 
dress: Box M-23, care of Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


er 


MANUFACTURERS’ AGENTS calling on 
Hardware and allied fields 
nationally advertised, consumer ac- 
DL Waterless Hand Cleaner. Protected 
territories open for the quick turnover, repeat 
Write Banite Co., Buffalo 4, New 





REPRESENTATIVES WANTED TO CALL 
ON Jobbers, Dealers and Department Stores. Non- 
skid rug coating, contact adhesives and fabric 
paints. Good commission. These preducts now 
sold in leading department and hardware stores. 
Address: Box M-11, care of Harnware AGz, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














THE LEADING MANUFACTURER OF 
QUALITY TENTS AND TARPAULINS 
SINCE 1887 IS LOOKING FOR 


MANUFACTURERS’ 
REPRESENTATIVES 


Expansion of facilities and realign- 
ment of territories has opened sev- 
eral territories. Write giving full 
particulars including territory trav- 
eled, type of accounts called on, 
frequency of calls, list all manutfac- 
turers you represent and products 
you sell. 


H. WENZEL TENT & DUCK COMPANY 


1635 Paul Street e St. Louis 4, Missourl 





eee 


Manufacturer’ sRepresentativeWanted 


Salesman now calling om hardware and variety stores 
with two or three non-conflicting lines. We er a 
good staple line of 19c, 45c and 89c paints, low-priced 
gallon paints and a nationally advertised line of popu- 
lar priced paints on a commission basis. This mer- 
ch ise has mass market appeal. Every store selling 








paints is a good prospect. Write advising age, terri- 
tory covered, how often you cover it, lines now carried. 
Address Box K-10, care ef HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














REPRESENTATIVES WANTED. Manufac- 
turer of Sprayed Celluloid Closet Seats, Mother- 
of-Pearl Seats, many colors, requires reliable Com- 
mission Representatives. Many territories open. 
State actual territory cevered actively, together 
with all details. Address: Box 103, care of Harp 
ware Acz, Chestnut & 56th Sts., Philadelphia 39. 
Pa. 








PAINT BRUSH SALESMEN 


Established successful manufacturer with powerful line 
has open territories for sales producers. Prefer men 
calling on paint, hardware, lumber dealers and large 
industrials. Will consider sideline men. We operate 
New York and Atlanta warehouses. 


Address Box G-2, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














Accounts Wanted 


MANUFACTURERS REPRESENTATIVE— 
Traveling Alabama, desires additional lines. Sell- 
ing to hardware, builders hardware, department 
stores and paint stores. Would like one or two 
full-time lines if available. Fifteen years’ sales 
experience. Jobbers and wholesale. Reply: M. B. 
— 9240 Fourth Ave., So. Birmingham 6, Ala- 

ma. 
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Accounts Wanted 





Accounts Wanted 


| Business Opportunities 








WEST COAST SALES 
Representation 


20 years experience. Thorough coverage. 
Warehouse, shipping and billing facilities. 
Well known and D & B rated. 


Clark Company, Box 990, Beverly Hills, Calif. 








WELL KNOWN AND HARD 
HITTING SPECIALTY 


sales organization with highly successful merchan 
dising background and reputation for getting results 
is seeking additional lines with volume possibilities 
for distribution through Hardware, liousewares and 
Garden Supply Wholesalers in Gulf Coast and West 
Coast territories. Best of References 


Box 480 Houston 1, Texas 


























AGGRESSIVE MANUFACTURERS REPRE- 
SENTATIVE OPEN for additional] line for Metro- 
politan New York—-New Jersey. Heavy experience 
selling nationally-known lines. Strong, well-estab- 
lished following among hardware, tool, electrical 
and garden jobbers, catalog houses, chains and de- 
partment stores. Thorough know-how promoting 
and marketing lines to utmost potential. Address: 
Box 113, care of Harpware Acr, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 








REPRESENTATIVES 


Covering all classes of jobbers. Can render reliable, 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philacelphia, Detroit, Cleveland and Louls- 
ville. We carry the account or you can bill direct. 
Inquiries invited. Write ANCO Corporation, 7 Wood 
Street, Pittsburgh 22, Pa. 














ESTABLISHING NEW AGENCY: 12 years’ 
experience in sales and management. Merchan- 
dising to the Wholesale Hardware trade in the 
south. Desire quality lines for Texas-Arkansas- 
Louisiana-Oklahoma. Only lines having some es- 
tablishment, with good growth potential considered. 
Excellent Wholesale, bank, and personal refer- 
ences. Address: Box M-33, care of Harpware 
Acs, Chestnut & 56th Sts.. Philadelphia 39, Pa. 











VOLUME PRODUCTS FOR CHAIN 
STORES & SUPERMARKETS 
WANTED BY NATIONAL SALES 
REPRESENTATIVE WITH 
TOP CONTACTS 


Address Box (112, sare of HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 














MANUFACTURERS AGENT, 21 YEARS 
ON ROAD, could use another exclusive hardware 
line in New York City, New Jersey, Eastern 
Pennsylvania, Delaware, Maryland and D. C. or 
in reasonable portion of above area. Only Jobbers 
solicited. Address: Box 105, care of Haroware 
Acz, Chestnut & 56th St., Philadelphia 39, Pa. 








—— 


LINES WANTED BY MANUFACTURER'S 
REPRESENTATIVE covering Minnesota, North 
and South Dakota, and western Wisconsin terri- 
tory ealling on jobbers, chains, department stores 
and specialty accounts for the past seven years. 
Address: Box 101, care of Harnpware Acer, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURERS REPRESENTATIVE 
COVERING MASSACHUSETTS and up North 
desires lines sold direct to Hardware, Paint stores, 
Department and/or Jobbers. Address: Bex 106, 
care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVE— 
Traveling Texas, Oklahoma, Louisiana, and Ar- 
kansas desires additional hardware line or asso- 
ciated line. Five years’ experience selling whole- 
sale hardware trade. Reply: Louis L. Smith Com- 
pany, 503 Brightwood Pl., San Antonio 9, Texas. 





FLORIDA, GEORGIA, ALABAMA—Two ex- 
perienced salesmen who can give thorough cov- 
erage in this territory want quality builders’ hard- 
ware line. References furnished. Tuggle & Buck- 
man, 4149 Roma Bivd., Jacksonville 10, Florida. 
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THREE-MAN SALES ORGANIZATION, 


Centrally located in the metropolitan New York 
and New Jersey territory wants additional vol 
ume line. 
stores, club and party plans, catalog houses, tea 
and coffee, door-to-door 
volume outlets. 
quent coverage guarantees results. 
tend Chicago Housewares 
M-22, care of Harnpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


We sell all jobbers, chains, department 


trade, many other large 
Our policy of few lines and fre- 
We will at- 


Show. Address: Box 





—— — ED 

















ADDITIONAL LINES WANTED 


Long established sales organization covering 
all Southern States, Virginia throuch includ- 
ing Oklahoma and Texas. serving Wholesale 
Hlardware and Mill Supply Houses desires ad- 
‘t tional volume line. Highest references from 
both jobbers and companies now represented. 
Address Box K-2, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 














FOR NORTH AND SOUTH CAROLINA 





AND GEORGIA one additional volume line, do- 
mestically manufactured, exclusive territory, de- 
sired by resourceful and proven successfu] direct 
manufacturers agent giving 
of Wholesalers. 
standing references from Wholesalers and Jobbers, 
and present and past principals. 


thorough coverage 
Chains and Large Dealers. Out- 


LEON BEN- 
NETT ASSOCIATES, 107 Freyer Drive, Mari- 


etta, Ga., Ph. 8-1045 (16 miles north of Atlanta). 





Business Opportunities 








DO YOU WANT TO RAISE CASH? 
DO YOU WANT TO SELL OUT? 


lf you want a sele, reduction, money raising, 
removal or closeout, get America’s most re- 
liable and productive saies plans. Send for 
prospectus today. 


J. H. VOLL SALES SERVICE 
115 West Main St. Madison, Wis. 

















ABSOLUTELY MUST SELL. Owner sick. 
Hardware store long established. Sinall town in 
beautiful valley near Spokane, Washington. Di- 
versified farming, logging, lumber mills, mining 
and the largest Magnesite plant in North America. 
Excellent scheols and churches. Clean ‘tock; 
brick building. Potential great. Address: Rox 
M-35, care of Harpware Acz, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





CLOSE OUT—DURABLE VINYL AIR 
MATTRESSES. Two valves with attached pillow. 
Fasy to inflate. All seams of electronically heat 
sealed. $36.00 per dozen prepaid. Payment with 
order, please. Sample $3.85 prepaid. New and 
Clean. Satisfaction guaranteed. Macleans, 312 
Belanger, Houma, Louisiana. 








HARDWARE STORE, SOUTHERN PART 
OF NEW YORK STATE, old established busi- 
ness located on Main Street, Tewn of 8,000, mod- 
ern store front and fixtures, clean stock, hard- 
ware, housewares, and paint, plumbing and heat- 
ing business, leased building reasonable rent, sell 
at inventery plus fixtures and equipment complete 
Owner has other interest. Address: Box 110, care 
of Harnpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








—_—— 


STATEN ISLAND—FOR SALE—Hardware, 
Paints, Housefurnishings, Plumbing, Rental items. 
Modern Heller fixtures, clean stock approximately 
$10,000. Good lease with option to buy property. 
Selling due to illness. Address: Box 108, care of 
Haapware Acer, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





| store — pleasant 
County, New York. Excellent opportunity. 
salary-bonus. 
motional and managerial] ability necessary. 
with full imformation, age, education, 
present employment. 
dress: Box M-26, care of Harnpware Ace, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 





| 


HARDWARE-LUMBER, SAME FAMILY 


OVER sixty years, grossing about $200,000 an- 


nually. 
in entire state of Nebraska. 


Located in one of the best farming towns 
Great opportunity, 


priced for immediate sale, don’t find many like 


this. 
obligation whatsoever. 


Information, free photos gladly mailed, no 
C-6676 CONTINENTA! 


804 Grand, Kansas City, Missouri. 








Help Wanted 











Field Sales Manager 


Large WHOLESALE HARDWARE DISTRIBUTOR located 
in principal mid-Atlantic city seeks services of a 
Field Sales Manager. Abie te handle salesmen, 
interpret sales figures through knowledge of hard- 
ware, and understand dealers’ problems. To a 
properly-qualified experienced person we offer a 
good starting salary with wide opportunities for 
advancement. All replies treated in confidence. Write 
in full a resume of past experience, etc., including 
a recent phote if available. 


Address Gox i07, sare of HARDWARE AGE 
Ghestaut & 36th Sts, Philadephia 39, Pa 











STORE MANAGER Hardware and variety 
growing community, Ulster 
Good 
Pro 
Reply 
past and 
Attach recent snapshot. Ad- 


Must be aggressive salesman. 








HARDWARE EXECUTIVE 


Thoroughly experienced, to organize 
and manage wholesale hardware divi- 
sion for reputable and progressive 
Long Island distributor of building ma- 
terials who is proceeding with extensive 
expansion and diversification program. 
Submit detailed information concerning 
experience and qualifications. 


This is an opportunity of a 
lifetime for capable live-wire. 


Address Box 102, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 38, Pa. 





























SALES MANAGER. Old established manu- 
facturer builders hardware has opening for dy- 
namic young man as sales manager. Must be 
an experienced builders ha:dware man. Send 
resume about your background and other particu- 
lars and enclosed photograph «cf yourself. College 
graduate preferred. Address: Box K-31, care of 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





Positions Wanted 





STORE MANAGER. 18 years’ wholesale, re- 
tail with Montgomery Ward; Central Hardware, 
St. Louis; American Hardware and Supply, Pitts- 
burgh. Experience included Sales promotion, man- 
agement functions, buying in Chicago and New 
York Markets. Wide contact. Operations over 
$1000. Confidential information exchanged. Ad- 
d-ess: Box 100, care of Harpware Acs, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 








SALES MANAGER: 18 years’ experience, al] 
phases of sales and sales management, Hardware 
and Building Materials. Well acquainted with 
southern whelesalers. Presently employed, seeking 
greater challenge and oppertunity. Address: Box 
M-32, care of Harnpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 
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HARDWARE AGE WHITE INVENTORY SHEETS 


HARDWARE AGE INVENTORY RECORD 





PAGE 


DATE 
DEPARTMENT __ sin ENTERED BY 





CHECKED BY 
LOCATION ___ | PRICED BY . , CHECKED BY 
CALLED BY __ EXTENDED BY ERRORS EXM’D BY 


Keep Your ee -> sin and Fractions inthe Columns. Semone Careful Thet You Do Not Mix Your rom aa Units With Dozens, or Dozens With Gross Quantities. 


Published ad HARDWARE AGE, Chestnut & 56th Sts. _ Philedelphie 39, Pa. 





PRE a COsT, PRICE| 2 COST RETAIL RETAIL 
A LE WITH NUMB : = 
RTIC I IBER OR SIZE Quantity ase otal dial | EXTENSION PRICE EXTENSION 
—e : ~ - - — = . r — = - ——— : " = 7 y - 


_jre ie 
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You can make your annual inventory taking an easier, surer best ever—they are even more simple, more convenient and 
job by using the HARDWARE AGE WHITE INVENTORY easier to use. Our entire effort was directed toward making your 
SHEETS which 1,000 leading retail hardware dealers helped us annual inventory taking an easier and surer undertaking. 
design. 


; ' These WHITE INVENTORY SHEETS will fit the rezular 
From the many suggestions received this sheet was designed HARDWARE AGE Inventory Sheet Binder, which is used by 

to sell at a new low price—125 sheets for only $1, plus a ship- thousands of dealers who reorder their Inventory Sheets from 

ping charge. As these sheets are printed on both sides of good us year in and year out. 

white bond paper, this means you really get 250 pages of inven- 

tory record sheets. Each side of the sheet has room for 26 items. 


This low price applies to the United States and possessions 
Your $1.00 investment provides inventory space for 6,500 items. 


only. 

During the past years, thousands of retail hardware dealers Make your inventory taking this year easier and surer with 
and wholesalers have used millions of HARDWARE AGE In- these WHITE INVENTORY SHEETS. Order your supply today 
ventory Sheets because they have found them simple, convenient from HARDWARE AGE, Chestnut and 56th Sts. Philadelphia 
and handy to use. The WHITE INVENTORY SHEETS are the , Pa. 





HYD ONO secdinliions 


What you do is news to thousands of other 


a L A Ni T F O O D ay hardware dealers who read HARDWARE AGE. 


They’re interested in knowing of your plans 

FAST SELLING, NATIONALLY ADVERTISED Goss to remodel, of new partners, stores sold or 
tring Pots by millions for staal pow Sones, vege nen yn | bought, anniversaries, etc. 

ealer 3314% profit. Attractively nae Does not deter- f Write us a short note about an of our 

lorate, is clean odorless and SAFE. Disaives Sane activities you feel would be of All to 

Retails Your others who read the News of the Trade regu- 

_| larly in HA. Don’t worry about style. Just 

. | give us the facts briefly; we’ll do the rest. Ad- 

Also packed in 10-ib., 25-Ib., 50-Ib. and 100-ib. drums | dress your note to the Editor, HARDWARE AGE, 

lf your jobber cannot supply you, order direct. 


TIUIAer me | Cuestnut & 56th Sts., Phila. 39, Pa. 


SELL THIS COMPLETE LINE OF |» lortell PROFIT MAKERS 


MORTITE 


The “fingertip weather- 
strip’ with 100! eaulk- 
ing and sealing uses 





























NODRIP TAPE 


Permanently ends pipe 
drip without messy 
vapor seal tapes or 
overwraps 


FOAMFLEX DOORSTRIP 


New! Vinyl! foam and wood strips bonded 
by exelusive process. Pre-eut for easy 
installation 


NODRIP PLASTIC 
COATING 


Protects and insulates 
metal against rust, eor- | ————— | 


ag ° - 
resion, condensation. eos 
Anyone can apply. 


J.W. MORTELL COMPANY «+ 508 BURCH ST., KANKAKEE, ILLINOIS 
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°C Rapiro Live 


WAGONS ¢ SCOOTERS ¢ GARDEN CARTS ¢ WHEELS 
NEW! 


Model No. 18 Radio 
Flyer wagon. New 
rolled under flange 
body 36” x 17” x 
4\V/o". Tires 10” x 
1.75” semi-pneumat- 
ic. New, brilliant red, 
baked enamel finish. 
One to a carton, 


35 Ibs. 














vA Model No. 75 Gar- 
Mx den Cart Exclusive 
body design, 35” x 
21” x 13/2". 4 cu. ft. 
capacity. Recessed 
wheels. Semi-pneu- 
matic tires 9V/o” x 
11/2”. Brilliant red or 
turquoise blue. No. 
75/2, 2 to a carton, 

58 Ibs. No. 75/1, 1 


WRITE FOR COMPLETE tesa in 5 And Visit The 
RADIO STEEL & MFG. CO., 6515 W. Grand Ave., Chicago 35 4 | Bigger- Than-Ever 








World's Largest Manufacturers of Coaster Wagons & Scooters 








. . ST 
DoW. ee 
CAULK COMPOUNDS! | 
marionay Mors tee mare Exhibit 
lI 


3 color, yellow white | Booths C-297 & C-301 
SNOW WHITE and blue display box | 


PLASTIC lag explains | North Pier 
IN A TUBE 


psy ins NATIONAL HOUSEWARES SHOW 


THROUGH | January |7 to 24 
THE YEARS... 


A REALLY PP ” . 
PERMANENT | See NEW “EMPIRE” Electric Housewares—Pro- 


motional Coffee-Makers—Automobile and Travel- 
ing Coffee-Makers—“EMPIRE” Electric Lanterns 
—Featuring the famous “EMPIRE” Emersion Ele- 
ments and double-walled pumps that “perce” in 


Waterproof, recommended NSD. seconds... developed and pioneered by “EMPIRE.” 
by leading tile craftsmen, 
never turns yellow. See 


your jobber or write direct ys All the “EMPIRE” folks will be looking forward 
for FREE SAMPLE and lit- 
erature and prices. 


A few choice territories still available. 


DE WITT PRODUCTS CO. 
5860 PLUMER ST. + DETROIT 9; MICH. 








to meeting and greeting you. 


THE METAL WARE CORP. 
TWO RIVERS, WISCONSIN 
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VISIT SPACE 330-— NAVY PIER— SHOW 


DINNERWARE STORAGE RACK 
No. 208 — 17%” long, 9” Deep, 


DRI-ALL DISHDRAINERS 
No. 2800 — 17” x 


13%" x 


PIONEER LINE 
ts ny lite 


KU SS ONE COANE ee 


WIRE KITCHEN AIDS 


5%" 


No. 3750 — 18” x 15” x 6” 


No. 149 — 13%” x 10” Twin Sink 
No. 149 — 16” x 12” Regular 


PLATE STORING RACKS 
No. 750 — 1014” x 6” Small 
No. 7000 — 21” x 6” Large 


PLASTIC DRAIN A TRAY 
Hi-impact Styron 
No. 400 — 21” x 14” x 1%" 


DISHDRAINERS 
No. 109 — 17” x 13” x 3%" 
No, 119 — 17” x 13” x 4” 


nh, A. 
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new ideg PROFIT-MAKER 


E-Z C 


This unique item ita a number of uses and is a 


rystal Rosettes 


= home decorator's dream. When displayed on rack 
or counter it will give you fast sales from the ‘“‘Do It 


é ali 4 jlazing /- rod. e. oO. 


Mi o re) | 


VAlilelet# 


N 


Yourself" trade. 

« Replaces old or broken 
Rosettes 

« Dresses up wall, 
~~ 
se as curtain tie backs 

e To decorate electric switch plates 
and name plates 

Packed 4 in see-through box — 2 

dozen to ry te ~~, og A 

about 29c per kit To REE 

sample, at attach ach coupon to = tetier, 

kU 
my Please se send me Free sam- | 
ple of E-Z Crystal Rosettes. / 


My J Jobber mt 
—ss 


Mirror 


ply boards or 








TAPLIN 
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| Acme Shear Co., The...... 
| Alden Speare's Sons, Co. 

|. Allen ; 
_ All-Luminum Products Co. 


Mfa. Co. 


Aluminum eatrencedl Utensil Co., 
| See ‘ . .35-36-37-38 


American Biltrtte Rubber Co. 
Special Prods. Div. 


| American Chain Division 


——apemeen Chain & Cable 
nc. 


American Crayon Co., The 

American Pad & Textile Co..... 
American Sponge & Chamois Co. 159 
American Thermos Products Co..24-25 
Apex Tire & Rubber Co 

Aristo-Mat Co. 

Arrow Products 

Artistic Wire Products Co., 

Artwire Creations, 

Atlantic Tubing & Rubber Co.... 


Ballonoff Metal Products Co..... 
Bassick Co., The ..... 

Beagle Mfg. Co. 

Bethlehem Steel Co. 

Better Homes & Gardens 

Big Boy Mfg. Co 

Brearley Co., The 

Brown, John Clark, Inc. 


Bulman Corp. 


Cc 


Cal-Dak Co., The - 
Camp Co., Inc., The... 
Carlisle Mfg. Co. iia al 
Century Drill & Tool Works.... 
Century Products, Inc. eta 
Champion DeArment Tool Co... 
Chattanooga Royal Co. . 


Chico General Products Corp. 
Chico Air Coolers Div. 


Coleman Co., Inc. 


Columbian Enameling and pa 
Co. 71-72 








E 


E-Z Decorative Brick Co. .. 

E-Z Glazing Products Co...... j 
Eagle Lock & Screw Co 

Eagle Electric Mfg. Co.., 

Ekco Products Co. 

Emplre Brushes, Inc. 

Engineered Products Co. 

Evans Rule Co. 


F 


Fitler Co., Edwin H. 
Forsberg Mfg. Co. 
Frabill Mfg. Co. 
Francis Co. A. W. 


| Gardex, inc. 


| General Electric 


Telecron-Clocks 
General Metalware Co. 


Gering Products, Inc. 
18-19, 20-21, 


Goodell Co. ‘wake 
Gott Mfg. Co., H. P. 
Gould-Mersereau Co. 


Graham & Inc. 
King Cotton. Cordage 
Ohio Machine Products, Inc. 


Greenlee Too! Co. 
Griffin Mfg. Co. 


H 


Hager & Sons Hinge Mfg. Co., C. 16 
Hamilton Mfg. Corp. 

Harvell Mfg. Corp. 

Heller & Co., W. C. 

Hemp & Co., Inc. 

Holt Mfg. Co. 

Huenefeld Co.., 

Hyde Mfg. Co. 

Hydroponic Chemical Co., Inc 


EGG BEATERS 


Efficient operation 
Durable construction 
Smartly styled 


Nine models in the 
popular price range 


THE TAPLIN MFG. CO. 
NEW BRITAIN, CONN. 
Since 1897 


Columbus Plastic Products, Inc. 


Cooper Thermometer Co. 





ideal Brass Works 
| Independent Lock Co. 
Irvin Ware Co. 





Dazey Corp. 
Landers, Frary & Clark 


DeWitt Products Co. 
Dominion Electric Corp. 


DuPont deNemours & Co.., 
Plastics Tynex 


Dykem Co., 


Jackson & Son, Co., Thomas, The ié! 
Jones & Laughlin Steel Corp.. .42-43 
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. 
Kellogg Brush Mfg. Co. . Ui 
Keystone Stee! & Wire Co. 60-61 
Kimble Glass Co. | 
Owens Illinois Glass Co........ 169 
Kordit Co. 
Div. of Textron....... 50-51, 144-145 
L 
| 
Landers, Frary & Clark 
NE ca sak cae%o- 4, 62-63 
Lau Blower Co., The . 52 
Lauson Co., Div. of 
Tecumseh Prods. Co. 68 
Lawn-Boy Division 
Outboard Marine Corp. 3| 
Linck Co., Inc., O. E. 180 | 
M 
Mall Tool Co. 
Div. Remington Arms Co., Inc. 
27-28, 29 
Marion Handle Mills, Inc. . 149 
Marshalitown Trowel Co. ..... 180 
Martin Stamping & Stove Co... 154 
Master Lock Company 6 


Master Mfg. Co. 
Wax-O-Matic & Caulking Guns III 


| Scharf Mfg. Co., J. H. .. 





Master Metal Products, Inc....... 126 
McGill Metal Products Co... ... 152 
Melnor Industries, Inc. .66-67 
Metal Ware Corp. ~— 
Miller & Co., Inc., Robert E..... 180 
Minnesota Miniggy & Mfg. Co. .. 153 
Moore Push Pin Co. . 
Mortell Co., J. W. 176, 180 
Musgrave Mfg. Co. 170 
N 
National Can Corp. 39 
National Mfg. Co. . 133 
National Screw & Mfg. Co. 181 
Nixdorff-Krein Mfg. Co. 32 
P 
Parrish Co., J. Shepherd 180 
Penn Fishing Reels 
Penn Fishing Tackle Mfg. Co... 163 
Pennsylvania Saw Corp. . 48 
Pittsburgh Plate Glass Co. 
Pennvernon and Store Front... 26 
Fiber Gless Div. .......csee-- 109 
Plas-Tex Corp. ss 4 
Plastic Products Corp. ..... . 0 
POG lc GUN ’ ceceee coc cvcute 4 
Plymouth Rubber Co., Inc. . 183 





Portable Electric Tools, Inc. 


Prolon Division 
Prophylactic Brush Co. 


R 


Radio Steel & Mfg. Co. 
Red Devil Tools 

Regina Corp. ..... 
Republic Molding Gin 


Revere Cop re & Brass, 
{Rome M Co. Div.) 


Rich, Inc., Howard 8B. 
Ridge Tool Co., The 
Rogers Isinglass & Glue Co.... 


Inc. 


eoeeeeew eee 


Ss 


Safe Padiock & Hardware Co..... 


Sharon Bolt & Screw Co. ....... 
Sheffield Bronze Paint Corp..... 
shelby Spring Hinge Co. 
Smith & Co., D. B. 
Smith & Sons, Seymour 


Southwestern Plastic Pipe Co. 


Stanley Building Specialties Co. 
Star Co. 
Star Metal Products Co. 
Star Stainless Screw Co. 
The 


Stratton & Terstegge Co., Inc. 
Falls City Div. 


Swift & Co. 
Vigoro Div. 


Swing-A-Way Mfg. 


Bronze 


ees. GO. . HH hos svc Satubcene. 


The 


Inc... 


Taplin Mfg. Co., 
Tyler Mfg. Co., 


U 


Union Steel Chest Corp. 
United States Plywood Corp. 
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Winfield Brooks Co., Inc......... 
Z 

Zimbalist, Inc., Wm. H. ........ 
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. 114 
.. 183 
. 135 
. 71 
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Industrial Adhesives Div.—Gliues 


ass i 


SOLID SMOOTH BOTTOM 
easy to P - 
keep clean! >< 





47 


SMOOTH 
EDGES 
prevents 
snagging 
of clothes! 





1956 


hone 


137 
127 
110 
142 
165 


23 
57 


Sta-Kool Water Coolers 
with recessed, flush- 
mounted faucet. Avail- 
able in 11/2-, 2-, 3-, 5-, 
and 10-gallon sizes. 


Be Specific! 
Specify Sta-Kools 


from your 


hardware jobber. 


| 
} 
| 


WINFIELD 





WRITE FOR NAME OF 


se" 








. eee gs Se 
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REPUBLIC’S © 


- Potty Flex 


SOLID WALL UNBREAKABLE POLYETHYLENE 


UTILITY BASKET 


Perfect for General Yard and Home Use! 
Ideally suited for farm chores 
So light and easy to handle. 


ORDER TODAY 


©1 
REPUBLIC MOLDING CORP.° CHICAGO, ILL. 


THE DEMAND Is GREAT FOR 


ee “Eg 








>, Reinforced 
Handles 


POLYETHYLENE 


. . » Picnics. 
—Stock No. 212 


Full Grip 


1942” dia. 
147%” high 

















water cans and 
water ccolers 


Keeps water pure and cool for long pe- 


riods of time. Extra lar 
make Sta-Kools easy to 


fil 


top openings 
and ice. Rug- 


gedly built on the exclusive Gott principle 
of double-wall, thermo-type construction 


of galvanized steel with- 
out heat conductors. 
Available with or with- 
out recessed, flush- 
mounted faucet. 1'/2-, 2-, 
and 3-gallon sizes are 
equipped with easy- 
carrying bails; 5- and 10- 


gallon sizes have large, 


convenient side handles. 


H. P. GOTT MFG. CO. 


. KANSAS 


NEAREST DISTRIBUTOR 


> in 





Sta-Kool Water 
Cans are available 
in 1'%-, 2-, 3, &, 
10-gal. sizes. 


























SELL THIS COMPLETE LINE OF 


MORTITE 


The ‘“‘fingertip weather- 
strip’’ with 100! caulk- 
ing and sealing uses 


NODRIP TAPE 


Permanently ends pipe 
drip without messy 
vapor seal tapes 
overwraps 


or 


J.W. MORTELL COMPANY «+ 


[Ty lortell 


NODRIP PLASTIC 
COATING 


Protects and insulates 
j cor- 


PROFIT MAKERS 


FOAMFLEX DOORSTRIP 


New! Viny! foam and wood strips bonded 
by exclusive process. Pre-cut for easy 
installation 


» condensation. 
Anyone can apply. 


508 BURCH ST., KANKAKEE, ILLINOIS 





MARSHALLTOWN TROWEL COMPANY ~- 


MARSHALLTOWN, IOWA 





| Auger Bits in sets and make extra large 
: sales. Durable green plastic rolls 
=) contain sets of 6, 8, 9, or 13 bits. 


Write for free GREENLEE 
Hand Tool Catalog No. 35-H 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. | 








OBLONG TRAYS A 


MADE OF 
MICHIGAN ROCK MAPLE 


A WIDE VARIETY OF ITEMS, 
FINISHES & GRADES 


SEE THIS HIGH QUALITY LINE OF WOODENWARE 
AT BOOTH 133 


NATIONAL HOUSEWARES SHOW 
January 17-24 
Navy Pier, Chicago, Illinois 


J. Shepherd Parrish Company 
201 Ne. Wells St. Chicago 6, Illinois 








AMERICAN CHAINS 


for Farms, Homes, Industry 
and Transportation 


a> 





for Steady Profits all year ‘round— 


Buy AMERICAN 
Display AMERICAN [=e 


in this sales-making Stand 


Sell AMERICAN 


American Chain Division 


AMERICAN CHAIN & CABLE 


York, Pennsylvania * Bridgeport 2, Connecticut 





A new concept in lawn care... 


LINCK’S LIQUID SPREADER 


puts more dollars in your pocket 


Our new profit-packed theme, "Takes the Guess 
program features a com- Work out of kawn Care," 
plete line of liquid turf will send customers hurry- 
chemicals. Our largest ing to your store. See 
promotional campaign your wholesaler or write 
ever, based on the manufacturer today. 


O. E. LINCK CO., Inc. 
Clifton, N. J. 
makers of DI-MET Crab Grass Killer 








REGULAR— 


7 sizes for every need 


Adjustable 


“SOF Stig 
oo ttn, NCe 
ao — ¥ 
Mo 4 ~ e 7S 
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One set of 4 
3-color box. !2 boxes 
in a 3-color display carton. 


SIZES: 112", 14", %e", 4", He", Yo", %". 


steady Furniture. 


SIZES—I"" 
card; I'%"', 
i", 


5/16" hole. 





Ask your Jobber or write— 


Extra case hardened. Excellent mirror finish, plus 
a heavy nickel plate. 


FURNITURE LEVELER> : i 
Combina- : % 

tion Leveler and Glider . 

for Uneven and Un- 


base, 4 on 
2 on card; 
2 on card. Drive 
into universal socket or 


ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


onc 
3-color 
card 


one set of 4 


GENUINE, ORIGINAL 


DOMES ~ SILENCE 


INSULATED 
FURNITURE GLIDES 
RUBBER-CUSHIONED! 


GLIDE 


SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 


SIZES AND TYPES 
FOR ALL WOOD OR METAL FURNITURE. 
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HARDWARE AGE, JANUARY 3, 1957 
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COTTER PINS 
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“NAT” STANDS OUT 


with uniform high quality 


You sell satisfaction when you sell National fasteners. Rigid quality control assures 
uniformly satisfactory performance of all products in National’s most complete line. 
This product superiority is reflected in National’s smart red and black packaging. It 
can brighten your fastener shelves and make your stock handling easier at the same 
time. Labels are color-coded for at-a-glance identification and printed for quick off- 
the-shelf selection of the size the customer wants. 
Standardize on National fasteners—you'll always be 
sure that this most complete, high-quality line will 


stand out in product performance and sales appeal. LM vd OG A slehee db a L Pe 
K&S 
__Ask Your Distributor...He Knows __ Your Distributor... He Knows FD, 


> 

> 
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¢| 
THE NATIONAL SCREW & MFG. COMPANY i || 
CLEVELAND 4, OHIO HOISTS i) 


Pacific Coast: National Screw & Mfg. Co. of Cal. 
3423 South Garfield Ave., Los Angeles 22, Cal. 























KING-SIZE 


—= _ = THE HUENEFELD CO. 
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